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Resumo 
O turismo é uma área de crescimento económica reconhecida globalmente e de 
especial importância para Portugal no complexo atual ambiente económico devido a 
várias razões, quer subjetivas quer objetivas.  
A China, um próspero país em desenvolvimento, tem mantido um ritmo 
excecional de crescimento turístico nos últimos anos e é um dos maiores mercados 
emissores de turistas a nível mundial o que leva a que todos os países queiram captar a 
sua atenção de modo a obter parte dos avultados gastos gerados por estes turistas. 
Consequentemente, isto dá origem a uma concorrência intensiva entre todas as 
administrações nacionais de turismo no que diz respeito a marketing e promoção 
turística no mercado emissor chinês. 
Deste modo, perante esta grande potencialidade de mercado, Portugal tem 
tomado iniciativas positivas para capturar turistas chineses nos últimos anos. No 
entanto, o resultado está longe do ideal em comparação com outros países europeus. 
Assim sendo, este trabalho visa proporcionar sugestões práticas e mais eficazes para a 
promoção de Portugal como destino turístico na China ao investigar as preferências dos 
turistas chineses e últimas tendências de mercado. 
Para além de uma ampla revisão da literatura baseada em estudos anteriores, foi 
realizada uma investigação empírica, incluindo entrevistas com peritos e questionários 
estruturados. Como mais tarde se irá confirmar, esta investigação indica que Portugal 
deve segmentar os seus mercados-alvo, posicionar-se distintamente, atribuir uma maior 
importância aos canais de marketing online, em particular as agências de viagens online 
e as redes sociais chinesas e, se possível, adotar uma cooperação estratégica com 
Espanha para que aumente a visibilidade no mercado chinês rapidamente. 
Palavras-chave: turistas emissores chineses, Portugal, marketing de destino, 
turismo, marketing em redes sociais 
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Abstract 
Tourism is an international acknowledged economic growth point, and is of even 
more significance for Portugal in the yet recovered economic environment due to 
various subjective and objective reasons. As a thriving developing country maintaining 
exceptional pace of growth in recent years, China becomes the top tourism source 
market globally, generating tremendous tourist expenditures in which every destination 
country wants to take a share. This gives rise to intensive competition of tourism 
marketing and promotion in the Chinese outbound market among national tourism 
organizations worldwide. 
Faced with such huge market potential, despite a relatively late start, Portugal has 
taken positive initiatives to attract Chinese tourists in recent years. However, the 
outcome is far from ideal in comparison with other European countries. Hence, this 
paper aims at figuring out the Chinese tourists’ preferences and latest market trend, thus 
providing practical suggestions for more effective tourism marketing of Portugal in 
China.  
Besides a set of comprehensive literature review based on previous studies, 
empirical research including interviews with experts and structured questionnaires was 
conducted. The research results indicate that Portugal should segment its target markets, 
position itself distinctively, attribute more importance to online marketing channels 
especially online travel agencies (OTA) and Chinese social media, and if possible, 
adopt strategic cooperation with Spain so as to enhance its visibility in Chinese market 
rapidly. 
Keywords: Chinese outbound tourists, Portugal, destination marketing, tourism, 
social media marketing  
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Introduction 
UNWTO reported that China has become the largest outbound tourism market 
since 2013, and later in 2014, the total number of Chinese outbound tourists further 
surged, exceeding one hundred million for the first time ever. According to the joint 
investigation conducted by Ipsos and WTCF (2014), Chinese tourists account for 9.58% 
of all international tourists, spending 1,650 hundred million US dollar, that is, 11% of 
the total international tourism revenue. The accelerated growth has reflected the 
government relaxation of outbound tourism policies, continuous increase of personal 
disposable income and change of traditional consumption habit and structure of 
Chinese people. 
With the gradual maturity of Chinese outbound tourism, transformation has been 
taking place in the profiles of tourists and their travel patterns. The market shares of 
independent oversea tours and luxurious tourists have been increasing rapidly 
(Hotels.com, 2014). Meanwhile, besides the traditional first-tier cities, namely Beijing, 
Shanghai and Guangzhou, outbound market in dozens of second-tier cities such as 
Wuhan, Hangzhou and Xiamen also flourish with the growing purchasing power of 
Chinese. Still, the Report of Tourism Development of China (2016) pointed out that 
despite the prosperity of outbound tourism market, only 5% of the Chinese population 
has entered it, which indicate huge market potential in the future (China Tourism News, 
2016). 
Faced with such tremendous business opportunities, foreign countries have 
rushed to take more actions to attract Chinese tourists, including reinforced presence in 
tourism fairs, establishment of more visa centres, and various measures to facilitate the 
visa application and processing (Xinhua News Agency, 2015). Tourism boards and 
companies also carry out diverse promotion campaigns (China Daily, 2016). 
Tourism is an important economic pillar for Portugal. Although being a quite 
popular destination among western tourists, it has not gained the equal reputation amid 
their Chinese counterparts. In spite of the fact that in 2014, over 113,200 Chinese 
visited Portugal, which represents an increase of 49.3% in comparison with 2013 
(Menezes, 2015), this number did not even reach half of that visiting Spain in the same 
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period (Booker, 2015), not to mention France and Italy. Meanwhile, although Chinese 
tourists are among the tourists that spend the most in Portugal (Económico com Lusa, 
2015), they normally only visit the capital city – Lisbon, and the length of overnight 
stay is quite reduced.  
This giant gap is not caused by insufficient tourist attractions of Portugal. On the 
contrary, Portugal offers a great variety of tourism resources, particularly the abundant 
cultural and historical heritage whose potential and value have not been fully 
recognized and exploited (Faustino, 2014). Meanwhile, effective destination promotion 
in China is absent, since Portugal attaches little importance to this Far East market. 
Back to November of 2008, the general secretary of APAVT already proposed in the 
34th APAVT Congress in Macau that Portugal should recognize the importance of its 
historic bond with Macau and to take advantage of it, so that to bring closer the relation 
with Chinese tourists and optimize the marketing outcome. However, it was only in 
2014 that Turismo de Portugal began to develop a specific promotion program in the 
Chinese market, which was launched in China International Travel Market (CITM) that 
year by the then Secretary of State for Tourism, Adolfo Mesquita Nunes (Meios & 
Publicidade, 2014). This program targeted exclusively to a small group of travel 
agencies.  
In order to be benefitted from the high-speed growth of the Chinese outbound 
market, Portugal has to take actions now in its destination marketing and promotion, 
particularly those realized in digital channels. With the proliferation of information and 
communication technology, online tourism marketing has become a macro-trend in 
recent years, especially that of social media (Meriaux, 2015; Tnooz, 2015; Marketing 
China, 2016). Due to the strict information censorship, most popular global social 
media networks such as Facebook and Twitter have been prohibited from access, giving 
rise to a distinct social media marketing environment in China. To achieve ideal 
marketing outcome, foreign destinations have to familiarize themselves with the most 
widely-used Chinese social media – Sina Weibo and WeChat, formulating adequate 
strategies and organizing eye catchy content and images. Germany, UK, USA and 
Australia are successful pioneers in this field. 
Therefore, given the deficiency, this thesis attempt to shed light on marketing of 
tourism of Portugal in China.  
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This thesis basically follows the scientific research process model adapted to 
leisure and tourism studies proposed by Veal (2006), including 9 steps: 1) the selection 
of topic, 2) literature review, 3) design of conceptual framework, 4) decision on 
research questions, 5) list of information needs, 6) decision on research strategy, 7) 
obtaining ethics clearance, 8) implementation of research and 9) composition of report 
of findings.  
Slightly different from this model, right after determining the research topic, 
namely the promotion of Portugal as tourism destination in China, the research 
objective (i.e., In which way can Portugal effectively market itself in Chinese outbound 
market?) and principle research questions are figured out as well, so as to better direct 
the thesis research. With this principle objective raised above, the thesis aims at 
answering the following questions: 
1. What are the principle tourism attractions and activities that interest Chinese 
outbound tourists?  
2. How important is social media in Chinese outbound tourists’ information 
gathering and decision process of oversea tourism destinations?  
3. To which extent can Macau assist on promotion of Portugal in China?  
4. What is the general opinions of Chinese outbound tourists toward Portugal?  
Given the research questions, it is decided that this is a descriptive research which 
focus on finding and describing “what is it?”. According to Veal (2006), in a descriptive 
research, clear definitions of concepts presented in the research outweighs a conceptual 
framework. Therefore, besides reflecting on available studies and current situations and 
uncovering the research gaps, it is also important for literature review to define all terms 
and concepts related to research objective and questions. 
Hence, a comprehensive literature review is conducted, including 4 chapters. The 
first chapter aims at outlining the basic concepts related to destination marketing and 
social media marketing, and introduction to social media in China. This chapter also 
includes some existed examples of destination marketing carried out on social media. 
The second chapter elaborates the achievements that Portugal already obtained in the 
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field of international tourism, as well as preliminary marketing actions that Portugal 
has adopted to “test the water” in Chinese outbound market. The third chapter 
demonstrates the historic bond between Macau and Portugal as well as the current role 
of Macau in Sino-Portuguese cooperation, setting theoretical basis for the third research 
question listed above. Lastly, the fourth chapter provides a detailed panorama of 
Chinese outbound tourism market profile.  
The whole literature review is constructed based on secondary data, which were 
originally collected for other primary purposes but can be used for project on hand. 
Examples of key secondary data source used are statistical reports issued by 
governmental and non-governmental institution, and journal articles published on 
authoritative periodicals. 
To enrich the research findings, primary data, which is specifically collected for 
the use of this thesis is indispensable. For this purpose, an empirical research including 
both qualitative and quantitative approaches is conducted. The adopted qualitative 
technique is semi-structured interviews realized with experts to obtain detailed 
professional observations. In terms of quantitative method, the instrument used is self-
administered online questionnaire. Research questions are answered by gathering and 
analyzing a large sample numerical data. 
The combination of both approaches is also called mixed method which gains 
increasing popularity in recent years, since they complement each other and help to 
better interpret the results. In the thesis, statistical results of questionnaires constitute 
the main body of the empirical research, while interviews with experts and 
professionals help to explain and supplement them. 
At the end, the answers addressing the research questions and objective will be 
concluded. Future suggestions for Portugal’s marketing activities in China will be 
provided based upon the organic combination of literature reviews and empirical results.  
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Chapter 1 Tourism destination marketing and social media 
in China 
Marketing is so basic that it cannot be considered a separate function. It is the whole 
of business seen from the point of view of its final result, that is, from the customers’ 
point of view…Business success is not determined by the producer, but by the 
customer. 
Peter Drucker (1973) 
1.1  Definition of tourism destination marketing  
Marketing is defined by Kotler, Bowen and Makens (1999) as “a social and 
managerial process by which individuals and groups obtain what they need through 
creating and exchanging products and value with others”. The definition of marketing 
given by American Marketing Association is more detailed. It is “the activity, set of 
institutions and processes for creating, communicating, delivering and exchanging 
offerings that have value for customers, clients, partners and society at large”. 
Marketing has always been important in business world as by focusing on needs/ wants 
of target markets and delivering satisfaction better than competitors, it creates value for 
both consumers and companies. Tourism, being one of the fastest growing sector of the 
global economy, is of no exception.  
Tourism is defined by UNWTO as “the activities of persons traveling to and 
staying in places outside their usual environment for not more than one consecutive 
year for leisure, business and other purposes”. Literally, a displacement is always 
involved in any tourism activities. Hence, tourism destination is a central concept to the 
industry. Lazzeretti and Petrillo defined it as “a spatial unit encompassing a complex 
system of initiatives, plans and actions; and a diversity of actors, roles, and 
environmental factors that interact to determine its performance” (as cited in Soteriades, 
2012) while Buhalis (2000) regards the destinations “amalgams of tourism products 
and services, offering an integrated experience to consumers”. It is the fundamental 
physical location where almost all other dimensions of tourism are based. As tourism, 
by its nature, is highly vulnerable to external environment, particularly drastic changes 
such as terrorist attack and political crisis, destination marketing is particularly 
indispensable to build the destination image and attract more tourists. In fact, UNWTO 
6 
 
already acknowledged that destination marketing is a backbone for tourism destinations’ 
sustainable future growth in such an increasingly globalized and competitive market. 
Wahab, Crampon and Rothfield contributed the first definition of tourism 
destination marketing:  
...(Tourism destination marketing is) the management process through which 
the National Tourist Organizations and/or tourist enterprises identify their 
selected tourists, actual and potential, communicate with them to ascertain and 
influence their wishes, needs, motivations, likes and dislikes, on local, regional, 
national and international levels, and to formulate and adapt their tourist 
products accordingly in view of achieving optimal tourist satisfaction thereby 
fulfilling their objectives. (as cited in Pike and Page, 2014) 
Within this context, Pike defined that “any organization, at any level, which is 
responsible for the marketing of an identifiable destination” is a DMO (Destination 
Management Organization) while the “entity with overall responsibility for marketing 
a country as a tourism destination” is usually designated as NTO (National Tourism 
Organization) (Middleton, Fyall, Morgan, & Ranchhod, 2009). 
Tourism, as a representative of the service sector, its marketing is not an 
individual discipline but an adaptation of basic marketing principles that have been 
applied to a wide range of consumer goods. However, differences indeed exist between 
marketing consumer goods and marketing services. Tourism marketing is highly 
influenced by four characteristics of the service sector: intangibility, perishability, 
inseparability and heterogeneity. 
 Intangibility: tourism services cannot be experienced (seen, tasted, felt, etc.) 
prior to the purchase of service and are also not tangible after the service 
experience. 
 Perishability: tourism services, unlike physical consumer goods, cannot be 
inventoried for later sale or use if they are not sold on a particular day. That 
is to say, the potential revenue they represent can never be recovered. 
 Inseparability: the performance and consumption of tourism services are 
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simultaneous. Meanwhile, the service delivery requires the joint 
participation of both service producer and customer.  
 Heterogeneity: the tourism service quality may vary as the service may be 
provided by different providers under different conditions. The participation 
of customer also plays an important role. 
Meanwhile, Sautter and Leisen (as cited in Buhalis, 2000) pointed out in 
particular that destinations management and marketing are of specific difficulties, since 
it has to deal with the complex relationships with local stakeholders, which possibly 
possess conflicting interests. 
1.1.1 Tourism marketing mix 
When mentioned about marketing it is impossible not to refer to the well-known 
“4Ps” conceptual framework constructed by McCarthy (1975), namely price, product, 
place (distribution) and promotion. 
 Price: the process of setting a price for a product, including discounts.  
 Product: the name, design and packaging of an actual good or service, which 
satisfy a need or provides an experience of consumers.  
 Place: it is about the delivery of a product or service, e.g., the channel by 
which a product or service get to the consumer; in which geographic region, 
to which segment is the product or service sold. 
 Promotion: This includes all methods that promote the product, brand, or 
company, including but not limited to sales promotion, publicity, PR, digital 
marketing, sponsorship, etc. 
Nowadays, the “4Ps” framework is a dominant instrument adopted by marketers 
thanks to its clarity and high feasibility. Nevertheless, its proposition is under the 
tangible consumer goods marketing context. Later, Boom and Bitner (1981) 
complemented the framework with more 3 “Ps” – people, process and physical 
evidence so as to make this model more applicable to the marketing of services. With 
regards to the special features of tourism, Morrison (2010) further developed the model 
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by adding 4 new “Ps” to McCarthy framework, adapting it specifically to the tourism 
and hospitality marketing. They are: 
 People: the development of proper human resources strategies to enhance 
the staff training, so as to support positive interactions between hosts and 
tourists 
 Programming: the design of guest-oriented activities (e.g., festivals and 
events) to extend the length of stay and spending of the tourists. 
 Partnership: the implement of cooperative marketing to reinforce the reach 
and impact of marketing efforts 
 Physical evidence: the ways that tourism enterprises can express their 
marketing claims, and tourists can tangiblize their experience by 
documenting it into stories, reviews, blog-posts, etc. 
It is important that these “8Ps” are carefully designed and work seamlessly to 
reach the desirable marketing outcome in tourism sector. 
1.1.2 Tourism marketing process 
Marketing, as stated in previous definitions, is a continual process that creates 
value for consumers. The most widely accepted model of marketing process is proposed 
by Kotler and Armstrong (1991), which includes following five stages: 
1) Understand the marketplace and customer needs and wants. Marketplace, 
customer needs and wants form the base for marketing of any products or services that 
have to be clarified before taking the next step. To understand them is to analyze 
thoroughly the present circumstances so as to reveal opportunities for the company. 
2) Design a customer-driven marketing strategy. To achieve this objective 
efficiently, four items have to be figured out, namely market segmentation, targeting, 
positioning and value proposition. Segmentation and targeting aim at identifying who 
are the most profitable and suitable clients for the company to serve. Then, the company 
has to decide how to serve the chosen targeted segmentation, which refers to the 
company’s brand value proposition, a set of benefits and values with which the 
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company satisfy clients’ needs. Positioning, therefore, is to enable a brand occupy a 
distinct and advantageous position relative to competing brands in consumers’ mind 
with its value proposition.  
3) Construct an integrated marketing program that delivers superior value. This 
stage mainly involves the development of the marketing mix (in tourism destination 
marketing, it is “8Ps” as mentioned previously), which is the tool that company use to 
implement the strategies identified in the second stage. 
4) Build profitable relationships and create customer delight. The relationship 
building is composed by two inseparable aspects: customer relationship management 
and partner relationship management. All three stages before are essential preparations 
for a profitable customer relationship construction and maintenance. Partnership 
relationship management, on the other hand, emphasizes on the significance of one 
company’s close cooperation with both its internal and external partners to attain the 
best overall marketing outcomes.  
5) Capture value from customers to create profits and customer equity. Now that 
previous steps deliver the wanted great value for customers and thus constructing 
relationships with customers gradually, the last step is to capture value from customers 
in turn. Forms to capture customers’ value can be monetary profits, market share and 
customer equity (the sum of values that all current and potential customers offered to 
the company during their lifetime). 
The whole marketing process needed to be constantly controlled and evaluated to 
guarantee its effectiveness and efficiency. 
   
Figure 1.1: The model of marketing process  
Based on the marketing process model proposed by Kotler and Armstrong, 
Morrison (2012) developed a marketing planning process model (as shown in Figure 
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no.2) for tourism destinations. Besides the steps elaborated above, he added four 
essentials to be solved prior to the whole process, namely destination vision, DMO 
vision, DMO mission and destination marketing goals. 
 
Figure 1.2: Destination marketing planning process model 
1.1.3 Tourism destination branding 
“Branding underpins all marketing communications”, claimed Keller dated back 
to 1993 (as cited in Pike, 2010). Mittal and Baker argued that DMOs have three 
principle objectives to be achieved by marketing communication strategies, namely 
brand identity creation, brand positioning as well as the demand creating (as cited in 
McCabe, 2009). In fact, various empirical results reflecting destination branding 
success were already reported in the Annual Travel and Tourism Research Association 
conference in 1998, including New York; Tasmania, Australia; Canada; New Orleans, 
Lousiana; Texas; and Oregon (Blain, Levy, & Ritchie, 2005). The two most significant 
roles of destination brands are identification and differentiation (Qu, Kim, & Im, 2011). 
It is all about development of a clear proposition that can differentiate itself from all 
other competing destinations and be accepted by an as-wide-as-possible range of 
tourists, as some destination characteristics may seem appealing to one segment 
whereas another segment may feel indifferent (Fan, 2006), which lead to failure of 
branding and marketing efforts. 
Aaker set the base for definitions of a brand. He defines a brand “a distinguishing 
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name and/or symbol (such as a logo, trademark, or package design) intended to identify 
the goods or services of either one seller or a group of sellers, and to differentiate those 
goods from those of competitors” (as cited in Pike, 2010). Morrison and Anderson 
defined that destination branding is “a way to communicate a destination’s unique 
identity by differentiating a destination from its competitors” (as cited in Qu, Kim, & 
Im, 2011). According to Pike (as cited in Pike, 2010), destination branding consists two 
main elements which are always confusing – destination identity and destination image. 
Identity is created by destination marketers with destinations’ unique features, trying to 
differentiate itself from other competitors, while image is that perceived by tourists. 
The ultimate objective is to achieve the consistency between the perceived destination 
image in tourists’ mind and the built destination identity. Therefore, destination 
branding is a series of marketing initiatives that include:  
(1) support the creation of a name, symbol, logo, word mark or other graphic 
that readily identifies and differentiates a destination; that (2) consistently 
convey the expectation of a memorable travel experience that is uniquely 
associated with the destination; that (3) serve to consolidate and reinforce the 
emotional connection between the visitor and the destination; and that (4) 
reduce consumer search costs and perceived risk. Collectively, these activities 
serve to create a destination image that positively influences consumer 
destination choice. (Blain, Levy, & Ritchie 2005, p.337) 
Destination branding is multi-dimensional, and it is not exaggerated to say that 
all marketing efforts are implemented with the objective to build a sufficiently distinct 
and attractive destination brand –the key to destination success. 
1.2  Destination marketing on the emerging social media 
Any marketing communication approach should be in line with and reflect the 
objectives and values of the company (McCabe, 2009, p194). Therefore, the 
communication form should be carefully selected so as to efficiently convey the 
marketing message to the target consumers. While Kotler and Siegel gathered plenty of 
evidence demonstrating that information and communication technology (ICT) 
developments exert a comprehensive impact on marketing and major elements of 
marketing mix (as cited in Soteriades, 2012), the salient tendency of extensive 
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application of ICT in the realm of tourism marketing is also notable. Gretzel, 
Fesenmaier, Formica, and O'Leary (2006) had predicted that the first future challenge 
DMOs are to be faced with is the adaptation to the Internet evolution. Later, Buhalis 
and Law (2008) pointed out that the way of travel planning and implementation as well 
as the way of tourist information distribution has been profoundly reformed by the 
Internet, thus also shifting the marketing focus and channels and even the destination 
branding process (Page, 2009). 
Tourism services are doomed to be of high perceived risk due to its intangibility 
than manufactured goods, thus people give high credibility to Word of Mouth (WOM) 
rather than official advertisement and promotion when making travel decisions 
(McCabe, 2009; Qu, Kim, & Im, 2011). The accelerated development of ICT gave birth 
to Web 2.0 technology, which serves as the base for the proliferation of social media 
and user-generated content (UGC), the so-called “eWOM” (Electronic Word of Mouth) 
nowadays.  
Web 2.0 was first introduced by Tim O’Reilly in 2004, described as changes in 
the way webpages are generated and utilized. Unlike Web 1.0, when content was 
published unilaterally and most of the web users are simply content consumers, Web 
2.0 provide opportunities for all users to submit, review, modify and interact with a 
content on-line (Cox, Burgess, Sellitto & Buultjens, 2009). Anderson considered it a 
term encompassing all web applications where user-generated content is based (as cited 
in Kamboj & Dayal, 2014). In fact, it establishes the technological foundation for UGC 
(Kaplan & Haenlein, 2010). 
Any form of media created by an online user can be categorized as UGC, such as 
blogs, posts, tweets, visual and audio files, etc. Since social media is the most common 
dissemination platform for UGC, UGC is also treated as the complex of all activities 
people conduct in social media (Kamboj & Dayal, 2014). It becomes the core in Web 
2.0 era and gain increasing popularity by offering “non-commercial, detailed, 
experiential and up-to-date information with an access beyond the boundaries of one’s 
immediate social circle” to satisfy consumers’ informational needs (Yoo & Gretzel, 
2011). 
Social media, therefore, is defined as “a group of Internet based applications that 
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build on the ideological and technological foundations of Web 2.0, and allow the 
creation and exchange of user generated content” (Kaplan & Haenlein, 2010). It is 
therefore a powerful tool to manage positive word-of-mouth marketing in a sustainable 
way. Mayfield (2008) summarized five main characteristics of social media: 
participation, openness, conversation, community and connectedness. 
Sharing these common features, social media are categorized according to their 
functionality and scope (Kietzmann, Hermkens, McCarthy, & Silvestre, 2011) although 
Ryan and Jones (2014) argued that most social media websites are a mixture of various 
social components and difficult to define them into one single category. However, it is 
generally agreed that social media has the following forms (Kietzmann et al., 2011; 
Ryan & Jones, 2014): social media submission sites, also called social bookmarking 
sites that allow users to tag and share the content they liked, such as Digg and Reddit; 
online forums and discussion sites; media sharing sites which are exceptionally popular 
nowadays like Pinterest, Instagram, YouTube and Flicker; reviews and rating sites 
(TripAdvisor is the representative case in tourism); archetypal social network sites such 
as Facebook, Google+ and LinkedIns (while the last focuses on professional 
networking and sharing); blogs like Wordpress and micro blogging like Twitter; 
podcasts (digital media files distributed over the internet and apps) and wikis (a series 
of online webpages open to creation and edit of anyone, such as Wikipedia). 
Kaplan and Haenlein (2010) proposed another matrix classifying different social 
media forms according to their degree of social presence/media richness and self-
presentation/self-disclosure. Social media are categorized into 6 types in this matrix, 
namely blogs, collaborative projects (represented by Wikipedia), social networking 
sites (e.g., Facebook and LinkedIns), content communities (such as YouTube and 
Instagram), virtual social worlds (e.g., Second Life) and virtual game worlds (e.g., 
World of Warcraft). 
Table 1.1 Classification of Social Media by social presence/media richness and self-
presentation/self-disclosure 
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Source: Kaplan & Haenlein (2010) 
A great majority of NTOs and regional tourism boards all over the world have 
realized the significance of social media marketing and presented themselves on social 
media, particularly on Facebook and Twitter (whilst generally speaking, Facebook 
outweighs Twitter). The context of economic crisis has further stimulated this huge 
shift away from traditional high-cost communication tools (e.g., paid advertising 
campaigns) to more cost-effective and global reaching social media. Australia and UK 
are two prominent examples. Both of them have successfully seized the opportunities 
to brand and promote themselves as tourism hotspots through social media.  
Tourism Australia (TA) is one of the most successful case in promoting itself 
through social media. In spite of the fact that their official social media team consists 
only three, it is the biggest social media team as 95% of TA’s social media content is 
user-generated content (Tnooz, 2013). By far TA’s official Facebook page owns 725 
million fans all over the world, who are invited to submit their photos of Australia. 
Images that well fit Australia’s positioning (generally endemic animals like koalas and 
kangaroos, as well as picturesque natural scenery) are selected and posted on the official 
page and Instagram. When fans see peers’ photos being officially showcased, their 
eagerness of contribution is boosted. Sometimes they comment the official posts with 
their own photos, thus becoming TA’s brand ambassadors. TA is also active in 
interacting with these comments, providing further tourism information related to the 
photos. Each official post of TA obtains thousands of “likes” and comments, making 
Tourism Australia the most influential destination on Facebook. A survey conducted 
by Tourism Australia revealed that 72% of their Facebook fans’ holidays have been 
inspired by the page, while 16% of fans have made their travel decisions based on a 
photo they liked previously (Ironside, 2015). It is a remarkable accomplishment in 
social media marketing. 
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The official Facebook page “Love GREAT Britain” had received 53 million 
views in 2010, 3 times than that of VisitBritain, the official website of tourism of UK 
(Hays, Page & Buhalis, 2013). Hence, they have integrated social media plugins 
(Facebook and Flickr) in the official tourism website. Unlike Tourism Australia, the 
content of “Love GREAT Britain” is basically all composed by the NTO, involving 
less-known tourism attractions, most updated events and travel deals, etc. It boosts the 
user involvement by carrying out distinct social media campaigns periodically. One 
fruitful example was in 2010, when VisitBritain launched a “check-in” campaign on 
Facebook. It aimed at promoting its landmarks and the country as a whole by 
encouraging visitors to check in and review whenever they arrive at a tourism attraction. 
A list of “Top 50 UK places” was generated automatically based on these records and 
displayed on the “Love GREAT Britain”, and the participants entered into a generous 
lucky draw. This campaign attracted tens of thousands of check-ins within a few weeks, 
contributing to over 250,000 visits to the “Top 50 UK places” page and an 34% increase 
of Facebook fans (Black, 2011). This campaign costed no more than 2% of the total 
£10 million marketing budget of VisitBritain that year (Hays, Page, & Buhalis, 2013). 
A research “The role of social media in the context of holidays” undertaken by 
VisitBritain showcased that 44% of the interviewees agreed that Facebook plays a key 
role in their travel related decision making, particularly that of visiting Britain. Twitter 
was also utilized to seek travel inspirations and suggestions, though less influential than 
Facebook (VisitBritain, 2015).  
Tourism rating and review sites should not be disregarded in tourism destination 
marketing. TripAdvisor is the most prominent example. Different from Facebook, 
Twitter and Instagram where people share whatever they want with friends and 
strangers, TripAdvisor is built on consumers’ rating and review, which are exactly the 
eWOM highly valued by tourists. In 2007 it already gained 30 million monthly visitors, 
thus becoming one of the most popular online travel information source (O’Connor, 
2008). TripAdvisor’s power has been further reinforced since 2010, when strategic 
partnership was developed between TripAdvisor and Facebook. Since then, people can 
see where their friends have been and friends’ comments on those destinations. It is 
reported that nowadays around 35% of the new reviews are created by users connected 
to Facebook (Speculations, 2013). 
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Another remarkable aspect is the proliferation of the TripAdvisor mobile 
application. It is reported that 42% of tourists all over the world plan or book their trips 
through mobile apps (TripAdvisor, 2015) and this is even more notable in China, as 
that percentage exceeds over 50% (Hotels.com, 2014). As the TripAdvisor apps has 
already been downloaded for more than 340 million times (TripAdvisor, 2016), the 
potential is tremendous.  
Although content on TripAdvisor about a specific destination is not manipulated 
by DMOs or NTOs themselves, TripAdvisor vigorously encourages DMOs and NTOs 
to promote their destinations in the website by redesigning the destination pages and 
offering Premium Destination Partnership that allows DMOs to complement these 
pages with customized content (Pacific Asia Travel Association [PATA], 2016). 
1.3  Social media in China 
While much of the research has looked into the destination marketing through 
social media in a western context, the related social media landscape in China still 
remains unfamiliar to foreign scholars and tourism boards. Besides the language barrier, 
the specific internet restriction policies adopted by Chinese government is the most 
important cause. The most popular social media websites where NTOs around the 
world promote themselves such as Facebook, YouTube and Twitter found themselves 
blocked behind the “Golden Shield” in succession around the Beijing Olympics in 2008 
and Urumqi riots in 2009 (Gibson, 2009; Sullivan, 2012). On the contrary, Sina Weibo 
(“Chinese Twitter”) and Wechat (“Chinese Whatsapp”), as substitutes to those banned 
networks, have dominated the field. With no exception, they are under the strict 
information censorship of the government. With particular regard to tourism social 
media, local Chinese rivals such as Mafengwo and Qyer have forced TripAdvisor, the 
biggest western player to confront fierce competition (Yang & Li, 2016). 
China has become the largest online market globally with an internet population 
of over 632 million in 2014, around 80% of them access to the internet with smart 
phones (China Internet Network Information Center [CNNIC], 2014). Online travel 
planning and booking, accordingly, proliferate (CLSA, 2015). Hence, tourism 
destination marketing on Chinese social media cannot be disregarded, and related 
marketing actions need to be localized and adapt themselves to these specific websites.  
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Figure 1.3: China’s social media equivalents (source: Ogilvy China) 
1.3.1 Sina Weibo 
Sina is a Chinese portal website established 18 years ago while Sina Weibo was 
launched in 2009, 3 years after the establishment of Twitter. Weibo (微博) is the 
Chinese for “microblog”. Although other Chinese portal websites also offer microblog 
services, Sina Weibo has been leading the market with absolute advantages. Xinhua 
News (2013) reported that Sina Weibo had recorded over 500 million users with an 
average growth of 14 million users each month by 2013. Until 30 September of 2015, 
the monthly active users have reached 2.12 hundred million (Fan, 2015) 
Similar to a hybrid of Twitter and Facebook, users can post a Weibo within 140 
chinese characters together with images, music, video files and links, mention other 
people with “@username” format, and add hashtags with “#hashname#”. They can 
follow and be followed by other users. Any user can repost, comment and “like” weibo 
of other users unless the latter set specific limitation. Besides the webpage interface, 
Weibo users can make posts by text-message, email, and mobile phone applications. In 
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fact, almost half of total Weibo posts are made with mobile applications, whose scale 
exceeded that of Twitter (nearly 20%) (Crampton, 2011).  
Sina Weibo possesses an identification system akin to that of Twitter, which 
verifies the identity of famous individuals and organizations. Generally, an orange “V” 
badge marks personal verifications and a blue “V” marks organization verification. 
Organization verifications include famous companies, government bodies and 
universities, etc. 
Companies can make paid-advertisement that appears at the bottom of the web 
version or the user homepage of the mobile application. 
The surging influence and reputation of Weibo attracts many foreign celebrities, 
including famous singers like Taylor Swift, Avril Lavigne and Katy Perry; sport stars 
such as Kobe Bryant, David Beckham and Cristiano Ronaldo; scientists like Stephen 
Hawking. Even foreign political figures such as Ban Ki-moon, Kevin Rudd, David 
Cameron, Narendra Modi and Dilma Rousseff also opened their verified official Sina 
Weibo accounts. 
With respect to its application in the domain of tourism destination marketing, 
some 145 national tourism boards (90% of the global total) have established accounts 
on Sina Weibo (Simply Mandarin, n.d.; Travelandleisure.com, n.d.). Regional tourism 
boards, individual tourist attractions and even airports have participated in the 
competition. So as to grab more views and repost, they hire various marketing strategies 
and tactics. One of the most prominent examples is the celebrity endorsement. Well-
known Chinese actress Gao Yuanyuan (高圆圆), actor Huang Xuan (黄轩) and Hu Ge 
(胡歌) were invited respectively to endorse Tourism of California, Switzerland and UK 
by instantly showcasing their journeys in the destinations and sharing their experiences 
with fans on their personal Weibo. This turned out to be a great success in terms of 
boosting the number of Weibo followers, comments and reposts of the tourism 
administrations’ accounts (Nelson, 2013; Bao, 2015). 
The Singapore Tourism Board has successfully redefined their image in Chinese 
tourists’ mind from a stopover city to an ideal vacation spot leveraging the Sina Weibo. 
Focused on the three perspectives that were concluded most significant to Chinese 
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tourists (glamour, relaxation and fun) by detailed market research, the “Your Singapore” 
campaign adopted the celebrity and social media influencer endorsement, having them 
to draw users’ attention to tourism attractions and experiences in Singapore. Various 
activities were held at the same time, such as interacting and even gaining the chance 
to meet face-to-face with official Singapore tourism Ambassadors, normally also 
assumed by famous stars. The campaign led to more than 437,000 online interactions 
and an increase of 180,000 Sina Weibo fans. By the end of 2010, a record-breaking 1.1 
million Chinese tourists were drove to visit Singapore directly or indirectly by this 
successful campaign. It was, therefore, awarded the Best Social Media Campaign in the 
2012 PR Daily Awards (MSLGROUP & STB, 2013). 
Chinese Weibo users are more likely to repost, and the reposting process 
effectively accelerates the information dissemination (Ren, Zhang, Wang, Li & Yuan, 
2014). Meanwhile, Chinese tourists tend to connect themselves with Sina Weibo and 
trust the content spread on social media (Nelson, 2013). People.com.cn (2015) reported 
that the “heat” of destination Weibo is positively correlated with the tourists’ travel 
tendency, particularly in the outbound tourism market. As Sina Weibo is substantially 
different from Twitter, it is worth further study and effective application by foreign 
destination organizations. 
At the moment, there are three official accounts of Portugal on Sina Weibo, 
namely Embassy of Portugal in Beijing, Consulate-General of Portugal in Shanghai and 
Visit Portugal (Turismo de Portugal in China). The Embassy of Portugal in Beijing 
launched its account in September of 2013, possessing around 18,000 followers. 
However, Visit Portugal, established in Sina Weibo in 2014, has only 4000 followers 
by far. 
Table 1.2: Comparison of popularity of national tourism organizations on Sina Weibo 
(Updated on 4 Aug, 2016, sorted by the descending order of number of followers) 
National tourism organization Number of followers 
(ten thousand) 
Date of launch 
1. Germany 79 2011-Jan. 
2. Canada 73 2010-Sep. 
3. USA 69.3 2013-Jul. 
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4. UK 62.1 2010-Apr. 
5. Korea 60.7 2011-Mar. 
6. Australia 53.8 2010-Nov. 
7. Singapore 47.9 2010-Jan. 
8. New Zealand 33.6 2009-Nov. 
9. Malaysia 32.4 2010-May 
10. Japan 32.2 2010-Jul. 
Portugal 0.4 2014-Jul. 
 
From the above table it is not difficult to reach the conclusion that the number of 
followers (the main index of popularity) is correlated to, but not necessarily decided by 
the date of launch. Therefore, the date of launch is not the only reason that is responsible 
for the huge gap between Portugal and other countries. Lack of enough attention, 
inadequate social media marketing strategies and unattractive information may also be 
important causes. Nevertheless, it is noteworthy that the renowned Portuguese football 
player – Cristiano Ronaldo only registered his official Sina Weibo account in the 
middle of May, 2016, yet this account has already gathered more than 516,000 fans. 
Until 4th August of 2016, he has posted 86 weibos, each receiving on average over 
15,000 likes and 3,000 reposts and comments. It is a great contrast to the official 
accounts of Portugal. 
  
Figure 1.4& 1.5: Sina Weibo posts of Cristiano Ronaldo’s official account  
(Two weibos posted respectively on 22nd of May and 11th of July, 2016 by Cristiano 
Ronaldo. The icons on the bottom from the left to right: “save”, “repost”, “comment” 
and “like”.) 
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1.3.2 WeChat (Moments and official accounts)  
WeChat is a mobile text and voice messaging communication service developed 
and released by the Chinese technology tycoon Tencent at the beginning of 2011. The 
name implies micro messages (微信) in Chinese. Having reached 697 million monthly 
active users, it is one of the largest standalone messaging apps in the world and largest 
in mainland China (Millward, 2016). In addition to general instant messaging, it has 
two special functions, one called “Moments” (in Chinese 朋友圈, meaning Friends’ 
Circle). In Moments, every user has a Facebook-like personal page where they share 
their photos, short videos and thoughts which can be commented and “liked” by their 
contacts. At the beginning of 2015, commercial advertisement function was launched 
in Moments (Liu, J., 2015). The other is the official public account. Usually operated 
by influential individuals and organizations such as media, companies, and government 
departments, the official public accounts push articles (to which paid advertisement by 
other companies can also be attached) with certain frequency to the followers. The page 
of accounts also provides services, such as categorized information enquiry and product 
purchase. Articles fed by these official public accounts can be shared to Moments as 
well, thus influencing readers who have not followed the respective public account. 
Meanwhile, WeChat users can download and play games with their contacts, make 
mobile payments, call taxies and even distribute red pockets. Therefore, WeChat is 
more than a simple mobile instant messaging application. 
By far many popular overseas tourism destinations and individual tourist 
attractions among Chinese already began to operate their own WeChat official public 
accounts, although the number of followers is not revealed. The degree of sophistication 
divides them roughly into two groups. One is those official public accounts with 
complex function directory. National tourism boards of USA, UK, Canada, Japan, 
Korea, Netherland, New Zealand, Australia, Germany, Italy, France, Switzerland, 
Sweden, Czech Republic and South Africa; regional tourism boards of Los Angeles, 
Paris as well as individual tourist attractions like Museum of Louvre and Palace of 
Versailles are the representatives of this type. Besides pushing feeds of the travel 
dynamics and recommendations regularly, the self-service directory provides detailed 
information about visa application, travel routes planning suggestions and information 
about famous attractions, customs and taboos, etc., covering a majority of the most 
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important aspects for an outbound trip. 
The other, although does not offer pre-organized function directory, 
automatically push a message stating all keywords of the content contained in the 
official public account right after following it. By entering these key words in the 
general chat interface, tourists can receive the pertinent articles. However, this is less 
adopted. National tourism board of Spain and regional tourism board of Gold Coast are 
examples of this type of official public accounts. 
With the news feeds and information directory, the official public accounts 
strongly provoke tourists’ interest in the destination or attraction, and facilitate their 
travel planning at the first moment. However, due to its official characteristics, it lacks 
interactivity in comparison to Sina Weibo, serving more as a one-way information 
distribution channel. 
      
Figure 1.6, 1.7& 1.8: User interface of WeChat official public account of Tourism of 
New Zealand  
(The directory normally consists 3 columns. In the case of Tourism of New Zealand, 
the first column includes basic travel information: introduction to New Zealand, visa 
and entry, accommodation, destinations exploration. The second column provides 
“thematic tourism”, “tourism routes recommendations”, “travel notes and guide” and 
“instructions to travelling by car”. The third column contains links to group of articles 
under the same topics, most updated discount information of air ticket and link to the 
official website.) 
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Figure 1.9: User interface of WeChat official public account of Tourism of Spain 
Tourism of Spain has not established the directory. Instead, it keeps the original 
chat interface. The message shown in the screen shot is a list of keywords of the articles 
available in the account, such as Sport Fans, Visa, Spanish for Tourism, Shopping, The 
Camino de Santiago, etc. By entering the keywords interested in the blank at the bottom, 
followers will receive the corresponding articles. Also, it indicates that for further 
information, followers can send private messages to its Sina Weibo official account and 
official email address. 
Turismo de Portugal, at the moment, has not opened its WeChat official public 
account yet. The Embassy of Portugal, however, has an official public account which 
provides basic visa information and keep feeding followers with articles that introduce 
different aspects of Portugal every few days. 
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Chapter 2 International Tourism of Portugal 
2.1 International tourism of Portugal under the global circumstances 
The travel and tourism industry began to soar in the second half of twentieth 
century and has become one of the strongest economic engine which is expected to 
outperform the global economy through the next decade (World Travel and Tourism 
Council [WTTC], 2016a, p. 1). In 2015, the tourism sector contributed 7.2 million new 
jobs, in total 284 million jobs currently to the global economy, which means within 
every 11 job position available in the world, 1 is directly or indirectly created by tourism. 
More than 7.2 trillion dollars were generated, representing 10% of the global GDP 
(WTTC, 2016b). Due to its resilient nature, even if there occur negative issues, the 
tourism can still rebound quickly. The multi-speed growth of the sector realized in 2010, 
right after the peak of economic crisis is a strong proof (UNWTO, 2010). Since then, 
the world tourism continues to expand and diversify, maintaining its leading positions 
in world economic sectors.  
International tourism is defined by UNWTO as occurring when a traveler crosses 
an international border that does not convert the traveler into a resident. As an important 
component of global travel and tourism industry, the total international tourism receipts 
were merely 2 billion US dollars after the Second World War, but it had increased more 
than 50 times by 1980 and reached 415 billion US dollars in 1995. In 2014, this number 
tripled again, topping at 1,245 billion.  
 
Figure 2.1: International Tourism Receipts (source: UNWTO, 2015) 
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Europe has always possessed an inherent advantage in being chosen as a tourist 
destination thanks to its rich historic heritages and diverse natural landscapes. Among 
the top 10 countries which received the largest number of international tourists and 
revenue in 2014, European countries took more than half of the places, thus 
consolidating its prestige (see Table 2.1 and Table 2.2 below). 
According to the forecast of UNWTO, in the coming years, it is possible to 
witness an even more speedy increase of international tourist numbers. As a traditional 
popular destination, Europe still maintains its advantage in capturing tourists by 
occupying more than 30% of the market by 2030 (Figure 2.2). 
Table 2.1: International Tourist 
Arrivals (2014) 
Country Tourist 
(Million) 
France 83.7 
United States 74.8 
Spain 65.0 
China 55.6 
Italy 48.6 
Turkey 39.8 
Germany 33.0 
United Kingdom 32.6 
Russian Federation 29.8 
Mexico 24.1 
 
Table 2.2: International Tourism 
Receipts (2014) 
Country  Receipts (US$ 
Billion) 
United States 177.2 
Spain 65.2 
China 56.9 
France 55.4 
Macao (China) 50.8 
Italy 45.5 
United Kingdom 45.3 
Germany 43.3 
Thailand 38.4 
Hong Kong (China) 38.4 
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Figure 2.2: Actual trend and forecast of world tourism 1950-2030 (source: 
UNWTO) 
Situated in the Europe´s westernmost, the tourism sector of Portugal has long 
been a strategic sector for the national economy. It accounts directly and indirectly for 
around 16% of GDP and 18% of total employment (WTTC, 2015). The amount of 
international tourism arrivals ranks Portugal in the 35th place while Portugal is in the 
26th place worldwide in terms of international tourism receipts. In terms of 
competitiveness, Portugal is listed as the 20th among all 140 counties by World 
Economic Forum1, immediately following Spain and France which are its strongest 
direct competitors (PENT 2020). In fact, the indicators of competitor destinations 
revealed by Turismo de Portugal (2015; 2016) showcases the high growth rate of 
Portugal, exceeding many of its competitors nearby in terms of tourism receipts and 
number of tourists. João Cotrim de Figueiredo, previous president of Turismo de 
Portugal, also pointed out that it was a great achievement that in the past two and half 
years, the income brought by international tourists in Portugal is 50% higher than the 
number of these tourists (Pinto, 2015). 
Between 2008 and 2012, the total number of visitors in Portugal rose, on average, 
2% every year, which was above that of all OECD countries (1.9%) and the European 
                                                 
1 The ranking is from The Travel and Tourism Competitive Index developed by World Economic Forum 
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Union (1.5%). In terms of the biggest tourism balance of payments of OECD, Portugal 
ranked the 8th (Barradas, 2014). 
As can be directly observed from Figure 2.3 below, the number of international 
tourist weighs always more than half of total, whose ascent is accelerated, reaching 
more than ten million. The amount of international tourism receipts, therefore, 
maintains its growth and important position in Portugal’s national economy (as 
demonstrated in Figure 2.4 and Figure 2.5). 
 
Figure 2.3: Number of international tourists in Portugal and its growth rate (source: 
Turismo de Portugal) 
 
Figure 2.4: International tourism receipts in Portugal (source: Turismo de Portugal, 
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Bank of Portugal) 
 
Figure 2.5: Percentage of international tourism receipts in Portugal’s GDP (source: 
Turismo de Portugal, Eurostat (current price)) 
The destination prestige is one of the most important factors through which 
Portugal achieves such compelling tourism performance. Not only that Lisbon was 
elected twice as the second best european destionation in 2013 and 2015, the Pena 
Palace, situated in the city Sintra nearby, was selected as the most beautiful castle of 
Europe (Economico, 2013; Cipriano, 2015). The capital also conquered 3 times the 
prize of the best European destination for city breaks organized by World Travel 
Awards by beating strong competitors like London, Madrid and Paris in the past 5 years. 
(Camara Municipal de Lisboa, 2013). While chosen as one of the top 25 best destination 
of the world by users of Tripadvisors, Lisbon was considered as the city with the “best 
value” in Euro zone by “City Costs Barometer” 2014 (TVI24, 2014).   
The second largest city, Oporto, was also awarded as the “Best European 
Destination 2014” by “European Consumers Choice”, an independent non-profit 
organization whose headquarter is located in Brussels. (Jornal de Notícias [JN], 2014) 
Algarve, being the most popular vocation spot in the south of Portugal, won the 
“Best destination of Golf in Europe” in 2014, awarded by International Association of 
Golf Tour Operations. Outside the continent, the “hidden pearls in middle of the 
Atlantic Ocean”, the Azores islands were distinguished by the European Travel Agents’ 
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and Tour Operators’ Associations as the Preferred Destination in 2014 (TVI24, 2014). 
2.1.1 The National Strategic Plan for Tourism (PENT) 
According to Turismo de Portugal, I.P. (2008, p.1), the National Strategic Plan 
for Tourism (in Portuguese, Plano Estratégico Nacional do Turismo, abbreviated as 
PENT) is a government initiative which serves as a basis to underpin the 
implementation of actions for sustained growth of national tourism and to orientate the 
the activities of the central public sector entity. It also defines the strategic guidelines 
for tourism policy, with clear goals and objective so as to create the conditions which 
allow tourism to contribute decisively to the image of the country and to the welfare of 
the Portuguese population, by generating wealth, creating job positions and promoting 
territorial cohesion.  
Due to the domestic market size and the characteristics of tourism sector in 
Portugal, PENT emphasizes much in the development of international outbound 
markets. Therefore, the analysis and position of external priority market is always a 
significant composition of PENT. The external priority market is divided into 3 tiers 
according to their respective evolution: strategic markets, markets of growth and 
markets of selective operations. China has always been listed in the “markets of 
selective operation”, which is distributed relatively less attention and efforts. 
Table 2.3: 3 Tiers of external priority market: definitions (Source: PENT 2020) 
Strategic 
markets 
 
The markets with the most relevant historic behaviors in terms of the 
market share level and their level of growth, which includes first-level 
markets (with high market share of more than 10%, e.g., Spain, 
Germany and UK), the second level (with high growth rate of over 10%, 
e.g., France and Brazil) and the third level (with a market share between 
3% to 10%, e.g., Netherlands and Ireland). 
Markets 
of growth 
The markets which have a market share lower than 3% and a relatively 
slow or negative growth. However, the location, historical behavior or 
knowledge of these markets indicate the possibility to boost growth or 
reverse the decline (e.g., Italy, Belgium and Switzerland). 
Markets The markets that have difficulty in taking critical mass tourists owing to 
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of 
selective 
operation 
its evolution and size, but that offer opportunities, or where foresee a 
high long-term growth due to social, economic and demographic reasons 
and that matters to attention (e.g., USA, Canada, China and India) 
 
2.2 Chinese tourists in Portugal 
Although China has long been defined as external priority markets, it is listed in 
the third tier “Market of selective operations” by different versions of PENT in the past 
including PENT 2020, the most update one.  
In spite of the fact that the total number of tourists is still small, China has been 
one the top 25 contributor and biggest asian contributor to Portugal’s international 
tourism income (Turismo de Portugal, 2013). Since 2013, both number and expenditure 
of Chinese tourists in Portugal has been surging. The latest statistics show that Chinese 
tourists’ expenditure in Portugal is double the average of Portugal’s five biggest 
spenders (i.e., Angola, Brazil, China, Mozambique and USA) (Dinheiro Vivo & Lusa, 
2016). The tendency of growth (Figure 2.6 & Figure 2.7) reveals rapidly increasing 
interest in Portugal and enormous Chinese market potential. 
 
Figure 2.6: Number of Chinese tourists in Portugal (source: INE, AICEP) 
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Figure 2.7: Expenditure of Chinese tourists in Portugal (source: Turismo de Portugal) 
2.2.1 Brief history of development of tourism cooperation between China and 
Portugal  
In comparison of top European destinations for Chinese, i.e. France and Germany, 
the tourism promotion of Portugal in China started quite late. Only after the disastrous 
financial crisis did Portugal shift its eyesight to the alternative markets, namely BRIC 
countries (Brazil, Russia, India and China). The earliest reported marketing action 
carried out by Turismo de Portugal was in 2010, when it participated in the main 
business and tourism fairs such as Beijing International Tourism Expo and China 
International Travel Mart 2010 to expose Portuguese hotels and tourism enterprises to 
Chinese operators and agents, as well as launching a simplified Chinese version of the 
country's official tourism website visitportugal.com to coincide with Expo 2010 
Shanghai China (World Travel Online, 2010). Also in this year, the bilateral 
cooperation agreement on Tourism was signed in the official visit of the ex-president 
of People’s Republic of China, followed by the implementation of flights code sharing 
between Air China and TAP Portugal, which connect Shanghai and Guangzhou to 
Lisbon and Oporto (Xinhua News Agency, 2010). Later in 2012, 9 Portuguese 
companies, led by Pestana Group and Ingolf, presented themselves in the Beijing 
Tourism Expo (BITE) 2012 with the expectation to attract more industrial partners and 
Chinese tourists to Portugal (Penêda, 2012). Paulo Portas, the minister of Foreign 
Affairs at the time proposed a tentative idea of “selling” Portugal to China through 
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Macau, given the fact that Chinese tourists from mainland occupy more than 60% of 
the total number (JN, 2012). The Gold Visas scheme, which attracted more than a 
thousand of Chinese nationals and brought Portugal 464 million euro of investment in 
the first and half year was launched in October 2012 (World Travel Online, 2014). It is 
compulsory that the applicants of the scheme stay in Portugal for at least 7 days in the 
first year, hence many people take the chance to visit around Portugal. The sharp surge 
of tourist number and expenditures are thereby explained together with other facts 
mentioned above. 
A new page was turned in 2014 since it is a year with unprecedented intensive 
actions and mutual visits. In February, Turismo de Portugal officially established itself 
in China by appointing TravelLink Marketing as its formal representative (TravelLink 
Daily, 2014a). In June, the delegation of Chinese National Tourism Administration 
(CNTA) visited Lisbon and attended the Sino-Portuguese symposium on tourism, 
exchanging opinions with representatives from major Portuguese tourism agencies 
(China Daily, 2014). Inês Alves Cunha took the office as the permanent representative 
of Turismo de Portugal in the Chinese market in November when Adolfo Mesquita 
Nunes, the Secretary of State for Tourism at the time officially visited China (Agência 
Lusa, 2014). During the visit, Adolfo Mesquita Nunes presented himself in the press 
conference of Turismo de Portugal held in the China International Travel Mart (CITM) 
in Beijing, and signed the cooperation agreement with ten Chinese tourism business 
companies including the China International Travel Service (CITS)2. During the travel 
fair, the first roadshow of Turismo de Portugal was initiated in China. It was also 
introduced the CR7 Project, the tourism promotion project with the image of Cristiano 
Ronaldo, the most well-known name in China (TravelLink Daily, 2014b). When the 
ex-secretary of state arrived at Shanghai, he presided with the vice president of CNTA 
the first Sino-Portuguese Joint Committee on tourism, which summarized the status 
quo of tourism cooperation between China and Portugal and focused on topics such as 
the deepening measures for the cooperation and tourism promotion (China Tourism 
Association, 2014). 
                                                 
2 China International Travel Service (CITS): The full name is CITS Group Corporation. It is a state-owned 
leisure and tourism corporation based in Beijing, China. Being one of the largest Chinese tourism enterprises 
and the only travel service company among China’s Top 500 Enterprises, it is the first Chinese travel agency 
that provides the international travel service. 
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The tourism roadshow of Portugal expanded itself to Guangzhou, an important 
portal of outbound tourists of South China beside Beijing and Shanghai in 2015. 13 
Portuguese tourism enterprises took the opportunity to meet the Chinese counterparts, 
and 5 major airline companies contributed their opinions to the development of relevant 
tourism products in the roadshow, including Emirates Airline, TAP Portugal, Turkish 
Airline and British Airway (TravelLink Marketing, 2015). The ex-deputy prime-
minister, Paulo Portas announced that Turismo de Portugal would launch the 
“Welcoming China”3 program, with the objective of elevating the quality of services 
provided to Chinese tourists by local tourism industry (Travel Weekly China, 2015). 
Later at the end of November this year, the “Welcoming China” Tourism Symposium 
was jointly held by Turismo de Portugal and China Tourism Academy (Xinhua News 
Agency, 2015). The Freeport fashion outlet located about 30 km from Lisbon is the first 
shopping center awarded “Welcome China” certificate in Portugal (Pereira, 2015). 
After long time preparation, 6 Portuguese visa application centers, located 
respectively in Guangzhou, Shenyang, Wuhan, Nanjing, Chengdu and Fuzhou4 started 
operation (Figure 2.8). The locations of new visa centers are all in the most developed 
area of China where outbound tourism is continuously flourishing. Tourists can deliver 
their application online and collect their passport from the nearest center instead of 
going either Beijing or Shanghai (AICEP, 2016), which will definitely stimulate the 
number of visits to Portugal. 
Last but not least, a direct flight between China and Portugal will finally be put 
into operation at the end of 2016 after bilateral approvals in May this year. This is 
another great milestone for Portuguese tourism in China (Correia, 2016). 
                                                 
3 A short tourism training course jointly organized by University of Lisbon, EDELUC and China Outbound 
Tourism Research Institute (COTRI). Study topics include the knowledge of China as a source market, the 
history and culture, the motivations of Chinese tourists, the language, service and ambient, the communication 
and management of tourist groups as well as marketing for Chinese market.  
4 They are the capital cities of the following provinces: Guangdong, Liaoning, Hubei, Jiangsu, Sichuan and 
Fujian 
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Figure 2.8: Distribution map of Portuguese visa centres in China (source: AICEP) 
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Chapter 3 Macau, China and Portugal  
3.1 Historical overview of Macau and Portugal  
Located on the western side of Pearl River mouth and bordered with Guangdong 
Province of China, Macau is officially known as Macau Special Administrative Region 
of People’s Republic of China. It is the first European colony in Asia dates back to the 
Portuguese settlement in mid 16-century, and the last European colony in Asia as the 
Portuguese authority pulled out at the end of the millennium. 
Since the arrival of the very first Portuguese explorer Jorge Álvares, the 
Portuguese residency in Macau is traditionally treated as invasion (Zhang, 1995, p.75). 
Huang (as cited in Zhang, 1995) proposed three stages of Portuguese invasion of Macau 
in Historical Review of Macau Issue which are widely accepted in Chinese 
historiography: 1517-1557: it was the period when Portuguese merchants were 
permitted to be engaged in trading activities in Macau by bribing Chinese government 
officials. Due to the geographical advantages of Macau, Portuguese wanted to make it 
their commercial stronghold in Far East when they discovered the then small fishing 
village. The initial attempts to occupy Macau by military force ended with failure for 
several times. Therefore, Portuguese merchants took the soaked cargo as an excuse, 
requiring to dry them on the land of Macau and also to live in the place. They bribed 
the government officials and successfully stayed in Macau since then. 
1557-1849: it was the period when Portuguese forcibly reside in and conduct 
business in Macau. During the time, Macau had turned into an international trading port 
and a significant hub of Portuguese commercial network. It became an important node 
of three major Portugal’s trade routes that connected Lisbon with India(Goa), 
Japan(Nagasaki) and Philippines(Manila), which were extremely lucrative. From 1542 
on, Portuguese had paid the land rent to Chinese feudal government, indicating the 
Portuguese’s recognition of China’s sovereignty over Macau.  
After 1849: The outbreak of the Opium War rapidly weakened the strength of 
Chinese feudal government. A series of unequal treaties were forced to sign. The new 
Governor Ferreira do Amaral implemented more aggressive policies and colonized 
Macau de facto. In 1887, the Sino-Portuguese Treaty of Peking was officially signed. 
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Being the first treaty that clearly declared the status of Macau after Portuguese 
occupation for over 300 years, it allowed "perpetual occupation and government" of 
Macau by Portugal. 
The division of historical stages by Fernandes (2008, p. 511-517) evidenced 
Huang’s division. Besides defining the period 1849-1949 as Macau under formal 
colonization, he added two more stages, namely from 1949 to 1999 and from 1999 to 
2005.  
1949-1999 was a phase of “political-ideological coexistence” in Macau. The new 
Chinese authority declared that all unequal treaties to be invalid, yet it left Macau (and 
also Hong Kong) in status quo due to political considerations. However, the new regime 
The Salazar regime followed the American’s hostile policies towards China and refused 
to establish normal diplomatic relations with the Communist government, without 
which the two countries had to rely on Sino-Macanese elites to mediate 
misunderstandings and other affairs, such as the armed conflict at the Portas do Cerco 
(Boarder Gate) in 1952. 
After the anti-colonialist Carnation Revolution on April 25 1974, Portugal 
abandoned all claims over Macau, admitting Chinese sovereignty. In 1976, the 
Portuguese authority redefined Macau as a "Chinese territory under Portuguese 
administration". The formal establishment of diplomatic relations was later in 1979, 
following that between China and US. 
The signing of Sino-British Joint Declaration in 1984 facilitated the negotiation 
on Macanese affairs between China and Portugal in 1986 and the subsequent signing 
of Joint Declaration of the Government of the People’s Republic of China and the 
Government of the Republic of Portugal on the Question of Macau in 1987. On 20 
December 1999, the sovereignty of Macau was officially transferred back to People’s 
Republic of China. 
The last phase of Sino-Portuguese relations continues under the background of 
the newly established Macau SAR (Special Administrative Region) since 20 December 
1999. The central government still attaches much importance to the historical bond 
between Macau and Portugal, and has been committed both politically and 
economically to strengthen the role of Macau in the relationship between China and 
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Lusophone countries. As pointed out by the then chief executive Edmund Ho in the 
Policy Address for the Fiscal Year 2003:  
…we want Macao to become a regional economic and trading service 
platform …In particular, our long-term strategy to fully exploit Macao’s 
comparative advantages is to steadily develop East Asian and Portuguese-
speaking markets… Making the most of our advantages in areas such as a 
historical relationship, language, operating costs, an attractive social 
environment and personal relationships… We are confident that through the 
joint efforts of the Government and the public those developing markets that are 
undervalued by most others will gradually yield major development 
opportunities for Macao. (Macau Special Administrative Region Government, 
2002) 
With this concern, Macau was delegated to organize and promote the Forum for 
Economic and Trade Cooperation between China and Portuguese-speaking Countries. 
Chinese government also values the Sino-Portuguese relation itself. In 2005, 
Portugal became China’s fifth “global strategic partner” in Europe, following Germany, 
France, Britain and Spain. The Consulate of Portugal in Shanghai also opened at the 
end of this year. 
3.2 Influences of Portugal on Macau 
The Portuguese existence for nearly half millennium has exerted profound 
influence on Macau, leaving it with abundant legacies in practically every aspect of the 
society. 
Politically, due to the colonial history and the subsequent special status, Macau 
is permitted to maintain its capitalist system under the “One Country, Two System”. 
While its administrative system was redefined by Joint Declaration on the Question of 
Macau and Basic Law of Macau Special Administrative Region (also known as mini-
constitution), the judicial system inevitably inherited that of Portugal and was not 
abolished with the return of sovereignty (Xie, 2009). In other word, it was Portugal that 
laid the cornerstone of the whole legal system of Macau, whose majority is still 
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applicable nowadays. Despite that the percentage of Portuguese or Macanese5 people 
occupying leadership positions in Macau SAR government had dropped to 11% by 
2011 from 83% in 1997, Portuguese still dominate Macau’s legal system. Portuguese 
and Macanese account for 35% of the 46 judges, and over 75% of 272 registered 
attorneys (Diário Digital, 2015). Meanwhile, as Portuguese has been deep-rooted in the 
administrative and judicial system6 and remains one of the two official language of 
Macau (the other is Chinese), fluency in the language gives one priority in civil servants 
selection in spite of the fact that Portuguese and Macanese people are gradually 
marginalized in government after the handover.  
Economically, it was Portuguese merchants who turned the original small fishing 
village into a prosperous foreign trade hub in the 16th century. In 1850s, Portugal 
declared gambling legal in Macau, making Macau “Monte Carlo of the Orient”. The 
intention was to mitigate the financial difficulties of the authorities at the time, yet 
objectively it is the most important initiative that laid the economic pattern for Macau 
in the future. In 2006, Macau’s gambling revenue exceeded that of Las Vegas for the 
first time, thus becoming the biggest casino city in the world. By 2013, gross revenue 
of casinos in Macau is 6 times than that in Las Vegas (Zeng, 2014). According to 
Statistic and Census Service of Macau, in 2014, the gaming tax has accounted for over 
87% to the total government revenue (as cited in Wu & Qian, 2015). Chinese tourists 
are major contributors as they represent over 90% of the gamblers (Zeng, 2014), and 
every year more than 60% of Macau’s inbound tourists are from mainland China 
(Macauhub, 2015). 
After the return, Macau remains an international free port and separate customs 
territory, establishing itself as a regional business platform and endeavoring to diversity 
its economic structure. However, efforts of the latter receive little success. 
Culturally, Macau was the first place where China entered in comprehensive 
                                                 
5 Macanese (in Portuguese: Macaense) does not refer to the general residents of Macau. Rather, it is used to 
address the Eurasian descendants (one parent is Portuguese and the other is Chinese or South-East Asian) 
who reside in Macau. Modern Macanese culture is best summarized as a Sino-Latin culture. In order to 
maintain their social status, they normally receive Portuguese education. However, the bilingual fluency in 
both Portuguese and Cantonese is one of their most prominent characteristics. Patuá is a Portuguese-based 
creole used to be popular in Macanese community, but is virtually extinct now. 
6  An overwhelming majority of currently implemented laws in Macau are translated from its Portuguese 
version. However, the translated Chinese version is seldom examined in the judicial practice, only serving as 
a reference. Hence, the validity of Chinese legal texts is largely limited (Xie, 2009). 
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contact with the West thanks to the early development of foreign business. The wide 
dispersion of Christianity before Opium War for the third time in China was realized 
through Macau (Huang, 1989). Over hundreds of years, western missionaries 
constructed a lot of churches7 as well as Santa Casa de Misericórdia (Holy House of 
Mercy), Hospital de Lazaro (Leprosy Hospital of Lazaro) and Hospital de Rafael 
(Hospital of Rafael). These buildings, together with other constructions, have formed 
the special landscape of Macau that features an organic blend of Chinese and Western 
culture. In terms of “software”, some of the pioneer missionaries, namely Matteo Ricci 
and Michele Ruggieri composed the Portuguese-Chinese dictionary (which is believed 
the earliest bilingual dictionary of Chinese) to facilitate the missionary work among 
Chinese people. Until the last year of Ming dynasty (1644), over 40,000 Macau 
residents became catholic, making Macau the central of Catholic activities in Far-East 
(Huang, 1989). With this base, these missionaries further propagate the religion in 
mainland China, obtaining more notable achievements.  
Subjectively, the missionaries disseminate the religious doctrines; objectively, 
they served as cultural exchange ambassadors. On one hand, they brought western 
culture and science to Macau and mainland China, initiating the process of “eastward 
spread of western culture”. On the other hand, they also introduced Chinese culture to 
occident, which gave birth to a new discipline: Sinology. 
The first modern university – University of Macau was also established during 
the Portuguese governance of Macau. Due to the large demand for human resources 
after signing the Joint Declaration, the Portuguese Macau government acquired the 
privately owned University of East Asia by entrusting the Macau Foundation in 1988 
and made it public. Nevertheless, it is agreed that the Portuguese Macau government 
did not attribute much importance to the education development. 
3.3 Existing cooperation of Macau-Portugal  
The handover of Macau in 1999 did not cut off the relationship between Macau 
and Portugal, and the whole lusophone world. The most representative exemplification 
is the creation of Forum for Economic and Trade Cooperation between China and 
                                                 
7  Nowadays 18 churches and convents built by Portuguese rulers remains preserved, among which St. 
Anthony’s Church, St. Lawrence’s Church and St. Lazarus Church are of the longest history. 
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Portuguese-speaking Countries, later known as Forum Macau (as its permanent 
secretariat was established in Macau in 2004) in October of 2003. Initiated by the 
Central Government of China, Forum Macau consists seven country-members, namely 
Angola, Brazil, Cape Verde, Guinea Bissau, Mozambique, Portugal and East Timor8 
besides the host, Macau SAR. It is treated as a multilateral mechanism of commercial 
and economic cooperation for which Macau serves as the connecting platform, with the 
objective of promoting and developing the commercial and economic relationships 
between China and the Portuguese-speaking countries.  
All members had reached an agreement that the Ministerial Conference of Forum 
Macau would be held every three years in the first conference convoked in October 
2003. By now four Ministerial Conferences have been successfully realized, taking 
places respectively in 2003, 2006, 2010 and 2013. After each conference, a Strategic 
Plan for Economic and Cooperation which includes a comprehensive series of 
intergovernmental cooperation (i.e., promotion of trade, investment and 
entrepreneurship, protection and development of natural resources and agriculture， as 
well as the advancement of education, human resources, tourism, etc.) is signed, and 
each Plan has evidenced the gradual deepening of cooperation between member-
countries. The third Ministerial Conference (2010) highlighted itself as the one of the 
highest specification by far, featuring the attendance of one president (president of East 
Timor) and four prime ministers (prime minister of China, Portugal, Mozambique and 
Guinea Bissau). In accordance with the Strategic Plan signed in this conference, the 
China and Portuguese-speaking Countries Cooperation and Development Fund was 
established. The first asset injection added up to 1.25 hundred million US dollar, shared 
by China Development Bank, Macau Industrial and Commercial Development and 
Government of Macau SAR. After the fourth Ministerial Conference, Macau has been 
repositioned as “one platform, three centers”, that is, a platform to share information in 
Chinese and Portuguese and business exchange, interaction and cooperation, a 
“Commercial Services Centre for Small and Medium-sized Enterprises of China and 
Portuguese Speaking Countries”, a “Distribution Centre for Food Products from 
Portuguese Speaking Countries” and a “Convention and Exhibition Centre for 
                                                 
8 São Tome and Principe is the only Portuguese-speaking country which is not a formal member of the Forum 
Macau as it still maintains “diplomatic relationship” with Taiwan. However, it is still permitted to attend the 
Ministerial Conference of Forum Macau. In the fourth Ministerial Conference in 2013, Sao Tome and Principe 
attended with the identification of observer. 
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Economic and Trade Cooperation between China and Portuguese-speaking Countries” 
(Macauhub, 2014).  
To achieve the objectives stated above, the 19th Macau International Trade and 
Investment Fair (MIF) 9  distributed an exhibition zone specifically for lusophone 
countries besides the Pavilion for Portuguese-Speaking Countries (Neves, 2014). In the 
following year, the scale and types of Portuguese-speaking exhibitors further expanded, 
constituting an “exhibition within the exhibition” (Forum Macau, 2015b). The practice 
of Closer Economic Partnership Arrangement (CEPA) between Mainland and Macau 
has also facilitated the development of economic and trade relations. By manufacturing 
in Macau, Portuguese-speaking countries can export their commodity to Mainland 
without paying tariff. 
When the Forum was found in 2003, the volume of trade between China and 
Portuguese-speaking countries just exceeded 10 billion US dollars. The smooth and 
close inter-governmental cooperation had enabled this volume to increase more than 10 
times, reaching 128 billion US dollars by 2013. By the time, China had invested 30 
billion US dollars in Portuguese-speaking countries while the number of investment 
companies of the latter had also grown from 406 to 811 (Liu, 2013). In August of 2015, 
Bank of China Macau Branch has been approved to provide RMB clearing and 
settlement services to Portuguese-speaking Countries (Forum Macau, 2015a), further 
facilitating the multilateral economic and commercial activities. 
Although it is argued that even with enormous investment in the Forum, Macau 
does not fully perform its role as a platform, and the increase of trade volume is owing 
more to the Central Government’s efforts and the direct bilateral relationships with 
these countries (Chou, 2012; Guo, 2011; Li, 2013), the Forum still serves positively as 
driving force for public diplomacy between China and Portuguese-speaking countries, 
elevating strongly China’s global influence and Macau’s international status (Wang, 
                                                 
9 Macau International Trade and Investment Fair (MIF): Organized by the Macau Trade and Investment 
Promotion Institute (IPIM), the first MIF took place in 1996. It is the first comprehensive annual economic 
and trade exhibition in Macau, and second in China, which authenticated by the Global Association of the 
Exhibition Industry (UFI), thus establishing its global prestige. The principle objectives are to boost Macau’s 
local companies and products, promote its investment environment and reinforce the bridge role of Macau. 
Every MIF includes four basic components, namely exhibition, forum/conference, business matching and 
SMEs cooperation. With the expansion of its scale and increasing influence, more commercial authorities and 
trade associations from not only Macau, but also Hong Kong and Mainland China come to assist the 
organization as co-organizers.  
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2011).  
Another cooperation focus is culture and education. According to Civic and 
Municipal Affairs Bereau of Macau (IACM), the Lusofonia (Lusophone) Festival was 
created in 1998 and is kept to promote continually the Lusophone culture, as well as 
“honor the Lusophone communities living in Macau, for their contribution in the 
development of the region” (as cited in Mendes, 2014). This festival which normally 
lasts for a week is organized in carnival form by IACM and Macau Government 
Tourism Office, mixing a wide range of elements such as gastronomy, handicraft, 
exhibitions and traditional dancing and concerts. Since 2008, the Permanent Secretariat 
of Forum Macau has joined in the organization, adding the festival also the “Cultural 
Week of China and Portuguese-Speaking Countries”. The programs and dimensions 
are therefore substantially enriched.  
Contrary to the concern that Portuguese language would be fading after the 
handover, the thriving multilateral cooperation has boosted the development of 
Portuguese education. The number of people studying Portuguese is increasing rapidly 
(Taylor, 2009) and evidences show that Macau has been gradually transforming to a 
great training and learning center of Portuguese language and culture (Fernandes, 2008, 
p. 522). Six universities and institutes in Macau are official members of the Association 
of Universities of Portuguese Language (Associação das Universidades de Língua 
Portuguesa, AULP) and University of Macau has already hosted several annual 
meetings of AULP (Mendes, 2014). Various types of scholarships are made available 
every year for Macau high-school graduates to pursue their high-education in the realm 
of Law or Portuguese language in Portugal. Macau Foundation and Education and 
Youth Affairs Bureau are two major providers. 
There is no doubt that Macau has the inherent advantages to serve as an effective 
communication channel between Mainland China and Portuguese-speaking countries 
thanks to the similarity of judicial practice, intimacy of culture and adequacy of human 
resources proficient in both Chinese and Portuguese. The 13th Five-Year Plan for 
Economic and Social Development of the People’s Republic of China (the 13th Five-
Year Plan) published by the Central Government again affirms the significant platform 
role of Macau and proposes more detailed long-term development plan. More great 
achievements in the near future are foreseeable. 
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Chapter 4 The Chinese outbound tourism 
4.1 A brief history of development of Chinese outbound tourism 
China is a latecomer to international tourism. Between 1949 and 1982, few 
Chinese but government officials, government-sponsored students and a few 
businessmen travelled abroad. According to Zhang and Lai (2009), the development of 
Chinese outbound tourism has very obvious stage division and regional characteristics, 
hence they can be divided into the following three stages:  
1) Hong Kong and Macau tour. The special historical and political issues have 
made travelling to Hong Kong and Macau considered to be outbound trip as well. It 
started from November of 1983, when the mainland Chinese residents were permitted 
to visiting their relatives and friends (VFR) in Hong Kong and Macau. However, they 
must travel in groups, and their relatives and friends in Hong Kong and Macau must 
afford all expenses of these travelers. The purpose of traveling was no longer limited 
to VFR after the return of both regions. The implementation of Individual Visit Scheme 
since 28 July of 2003 marked the full liberalization and maturity of Hong Kong and 
Macau tour.  
2) Boarder tour. In November of 1987, the one-day excursion to Sinuiju of North 
Korea from Dandong, Liaoning was approved by CNTA and the Ministry of Foreign 
Trade and Economic Cooperation (currently the Ministry of Commerce). The tours 
between Chinese frontier provinces and their boarding countries, i.e. Mongolia, 
Kazakhstan, Kyrgyzstan, Vietnam, Laos and Myanmar were approved in succession. 
In early stages, due to the limitation of people, time, place and currency, the boarder 
tour differed a lot from real outbound tourism. Nevertheless, with the relaxation of 
related policies, the boarder tourism has gradually been integrated to outbound tourism. 
3) Outbound tourism: Between 1988 and 1997, Thailand, Singapore, Malaysia 
and Philippines were opened to VFR travelers with condition that the payment is done 
by their friends and relatives that they are going to visit. The control over this type of 
travel was still strict. The promulgation of Interim Measures for the Administration of 
Chinese Citizens Going Abroad on Tours at Own Expense on 1st July 1997 was a 
turning point, indicating a more mature phase of the Chinese outbound tourism.  
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Since then, the country has constantly approved new foreign tourism destinations 
and the outbound tourism has been developing rapidly. The outbound tourism market 
has remained a double-digit growth in terms of absolute tourist number with only few 
exceptions (2004-2005 and 2008-2009) during the past two decades. It took 13 years to 
reach over fifty million outbound tourists, but it only took another 5 years to double 
this number, 5 years ahead to the forecast of UNWTO. 
Figure 4.1: The number of Chinese outbound tourists (source: National Bureau of 
Statistics of China) 
In terms of the total expenditure (Figure 4.2), China has already become the 
largest spender since 2012 and it is very probable to maintain its exponential growth, 
further distancing itself from the second, United States thanks to the rising disposable 
incomes, appreciating currency, improved transnational transport as well as simplified 
visa process. Nowadays China contributes approximately 13% of the global tourism 
receipts (UNWTO, 2015, p. 13). Based on the figure and tendency shown by UNWTO 
reports (Table 4.1), it is reasonable to believe that China will continue to be the 
strongest engine for international tourism sector in the following years. 
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Figure 4.2: The expenditure of Chinese outbound tourists (source: CTA) 
Table 4.1: World top source markets by international tourism expenditure 
Country Amount of expenditure (US$ billion) 
2013 2014 
1. China 128.6 164.9 
2. United States 104.1 110.8 
3. Germany 91.4 92.2 
4. United Kingdom 52.7 57.6 
5. Russian Federation 53.5 50.4 
Source: UNWTO 
Due to the geographic facility, limited time and money of Chinese travelers, Asia 
is the biggest beneficiary in the boom of Chinese outbound tourism. In 2014, it occupied 
65.4% of the market share, forming absolute advantage over other continents. Europe 
followed immediately, accounting for 11.7%. The rest are Africa, America and Oceania. 
It was notable that a high growth of 80.9% of tourists contributed to the exceeding of 
Africa to America. Meanwhile, although Oceania had the least market share, it also 
witnessed an increase of 24.3% (China Tourism Academy [CTA], 2015, p. 15).  
However, Hong Kong and Macau, the two Special Administrative Regions, are 
destinations of over 1/2 Chinese outbound tourists. In another word, tourists that “really” 
409.87
471.06
598.25
790.1
1098.98
1286.03
1648
14.93%
27.00%
32.07%
39.09%
17.02%
28.15%
0.00%
5.00%
10.00%
15.00%
20.00%
25.00%
30.00%
35.00%
40.00%
45.00%
0
200
400
600
800
1000
1200
1400
1600
1800
2008 2009 2010 2011 2012 2013 2014
Amount (US$ hundred million) Growth Rate
46 
 
visited foreign countries only account for half of the whole figure. The third is Korea, 
followed by Thailand, Taiwan(China), Japan, United States, Vietnam, Singapore and 
Malaysia. These ten countries already attracted 65.4% of outbound tourists (CTA, 2015, 
p. 16). Among them only United States is not located in Asia.  
Although these are data of 2014, the general pattern of Chinese outbound tourists 
flow has been stable in recent years, except several minor changes. The pattern, on the 
other hand, also indicates that the degree of maturity and internationalization of Chinese 
outbound tourism is still relatively low. 
 
Figure 4.3: Chinese outbound tourism – share of continents (source: CTA) 
4.1.1 Approved Destination Status (ADS) 
According to Tse (2013), China is one of the few major countries that promulgate 
clear outbound tourism policies that exert strong control and influences on the 
development of outbound tourism and tourist flows. The Approved Destination Status 
(ADS) is the most representative exemplification of this guiding ideology. 
The Approved Destination Status is a bilateral agreement between the Chinese 
government and an oversea destination by which Chinese tourists are permitted to travel 
for leisure purposes in groups to that destination. Only countries approved by ADS can 
be listed as group travel destinations by the Chinese government and promote their 
tourism in China. The Chinese government manipulates ADS as a bargaining chip in 
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order to carry forward the diplomatic negotiations, since there is an increasing number 
of countries that have come to realize the economic significance of Chinese outbound 
tourism market and want to have a share of it (Tse, 2013). 
It was firstly introduced in 1995 and supplemented with the Provisional 
Regulation on the Management of Outbound Travel by Chinese Citizens at their own 
Expense in 1997 (Arlt, 2013). The first batch of ADS destinations includes precisely 
the earliest VFR destinations, namely Hong Kong, Macao, Thailand, Singapore, 
Malaysia and Philippines. The whole European Union (apart from United Kingdom, 
which joined a year later) joined the ADS scheme in 2004, thus marking a peak. The 
United States and Canada signed ADS respectively with China in 2008 and 2010. By 
2015, over 150 countries signed the ADS with Chinese government and 117 
destinations are officially opened to group travelers (CTA, 2015, p. 30). 
To apply for ADS visa it is required that a group consist at least 5 individuals 
(including the group guide) and the visa can only be applied in travel agencies qualified 
by CNTA, which have to meet the standards set by CNTA and under periodical 
qualification review (He, 2010). The individual tourist visa was also issued, yet with 
very harsh application requirement, especially regarding financial conditions. 
Nonetheless, with the eye-catchy performance of Chinese outbound tourism, every time 
more countries begin to relax individual visa policies so as to capture more tourists. 
Since 2014, some of the most popular destinations, including United States, France, 
Italy and even United Kingdom, originally the most demanding country, released 
incentives such as easing the application procedure, lowering the requirements and 
accelerating the processing time (People.cn, 2015). It is reasonable to believe that there 
will be more measures facilitating individual tourist visas and the freedom of travelling 
overseas be further improved. 
4.2 The profile of Chinese tourists  
There is abundant literature looking into demographic profiles and behavior of 
Chinese outbound tourists. CTA, WTCF and Ipsos, China Outbound Tourism Research 
Institute (COTRI) as well as major hotel groups and OTAs release reports periodically, 
analyzing most updated data of Chinese outbound tourism performance and tourist 
behavior from their respective point of view. The number of academic journals which 
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probe the newly emerging features and transformation of Chinese outbound tourists is 
also increasing, yet they usually focus on one or several specific features. Given the 
situation, the following review and analysis are developed mainly based on the most 
recent Chinese outbound tourism annual reports published by CTA and WTCF and 
Ipsos, as they offer us a precise general insight of characteristics of Chinese outbound 
tourists despite the heterogeneity existed among them. 
4.2.1 Basic demographic characteristics 
According to the results of the latest “Outbound Tourists Behavior Questionnaire” 
carried out by Chinese Tourism Academy in 2014, general demographic features of 
Chinese outbound tourists are summarized as following (CTA, 2015, p. 80-83) 
 Gender: more women travel abroad than men. The number of female 
outbound tourists outweigh their male counterpart by 22%, reaching 60.9% 
of the total.  
 Age: over 2/3 of the tourists aged between 25-44 years old, which means the 
post-80s are the major force. 16% of them are under 24 years old, very 
probably due to the popularity of oversea study tours and the lowering age 
of students studying abroad, who enjoy the visa and geographical 
convenience to travel to broaden their horizons. Tourists over 45 years old 
occupy the rest 19%. 
 Educational background: Over 66.8% of the surveyed tourists own a 
higher education (university or college) degree. Those who reached below 
secondary education and those who received a master degree or above 
together only account for 3.6%. Another similar report published by 
Tongcheng Travel (Sina Travel, 2016), however, revealed a higher 
percentage (around 90%) of travelers possessing bachelor and graduate 
degrees.  
 Occupational field: The occupational field of Chinese outbound tourists is 
quite broad, covering almost every industry sector. Nonetheless, the 
wholesale and retail industry, manufacturing industry, education and 
financial industry rank the top, taking up 12.4%, 9.6%, 8.5% and 8.2% 
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respectively.  
 Individual monthly income: Approximately 55% of respondents’ monthly 
salary concentrate in the interval of 3001-8000 RMB (about 367.3-979.2 
Euro10). 16% of the tourists earn between 8001 and 10000 RMB (roughly 
979.2-1224 Euro) every month and around 14.5% of them have more than 
10001 RMB monthly income. Considering the monthly disposal income per 
capita of urban households of the same year, which equals to 294 Euro (NBS, 
2015), the figures above reflect the affluence of outbound travelers. 
 Frequency of outbound trips: 40.4% of the outbound tourists travel abroad 
for the first time and 26% are having their second oversea tour. 33.6% of the 
respondents point out that they have three or more times outbound travelling 
experience. In comparison with the data of 2011, people are travelling much 
more frequently to foreign countries and regions (back then about 60% of 
the surveyed tourists went abroad for the very first time). 
4.2.2 Major source regions of tourists 
According to CTA (2015), macroscopically China is divided into three strips in 
view of their latent emissive power, namely the East High-tourist-flow Strip, the 
Central Medium-tourist-flow Strip and the West Low-tourist-flow Strip. From the east 
to west, the emissive power significantly declines, forming a ratio of 7:2:1 (as 
illustrated in Figure 4.4) 
Meanwhile, there are five main outbound markets emphasized by Annual Report 
of China Outbound Tourism Development (CTA, 2015), namely the market of Beijing, 
Shanghai, Chengdu, Chongqing and and Guangzhou. Being the largest metropolises 
and capitals of respective provinces, the economy of surrounding area is largely 
stimulated by these cities, thus comprising Bohai Bay Economic Rim11, Metropolis 
                                                 
10 Central parity rate in 2014: 1Euro≈8.17 RMB, source: China Foreign Exchange Trade System 
11 Bohai Bay Economic Rim (In Chinese: 环渤海都市圈) includes two municipalities – Beijing (capital of 
China) and Tianjin, and several most developed cities of Heibei, Shandong, Liaoning provinces. 
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Circle of Yangtze River Delta12, Metropolis Circle of Pearl River Delta13 and Chengyu 
Urban Agglomeration14. These four source regions are responsible for more than half 
of total Chinese outbound tourists. The new visa centers of Portugal are exactly located 
in these fast growing city circles and regions, which definitely capture the interest of 
potential outbound travelers.  
 
Figure 4.4: Major source regions of Chinese tourists (source: CTA) 
Because of different geographical locations and economic situation, each major 
outbound market demonstrates different features and preferences.  
 Beijing market: During 2014 this market has sent over 4.1 travelers abroad. 
                                                 
12  Metropolis Circle of Yangtze River Delta (In Chinese: 长三角都市圈) is headed by Shanghai, the 
financial center of mainland China and other five important economic hubs (Nanjing, the province of Jiangsu 
Province; Hangzhou, the province of Zhejiang Province and Suzhou, Ningbo and Xuzhou). It is the biggest 
economic rim countrywide since the GDP produced by this area accounts for 20% of the national total.  
13 Metropolis Circle of Pearl River Delta (In Chinese: 珠三角都市圈) consists Guangzhou (Canton), the 
province of Guangdong province, a few other cities of the province and two Special Administrative Regions 
– Hong Kong and Macao. It is one of the most populous area globally, and it ranks the third in regards of total 
economic output, after Yangtze River Delta and Bohai Bay Economic Rim.  
14 Chengyu Urban Agglomeration (In Chinese: 成渝城市群) is composed of one municipality – Chongqing, 
the capital of province Sichuan – Chengdu (abbreviated as “Yu” in Chinese) and several smaller cities in the 
province. Located in south-west of China, the Agglomeration is the most developed area and the economic 
center of Western China. Nowadays, its economic growth rate already exceeds that of the other three economic 
circles, becoming the fastest growing area of China. 
51 
 
Besides Japan and Korea, which are the most preferred destination, long 
distance European countries like Germany, France, Italy and Switzerland 
have become more popular, as the number of visitors from Beijing to these 
countries has increased more than 30% in this year. The intra-industry 
specialization also seems specifically obvious since more and more tour 
operators start to focus on niche markets and the satisfaction of personal 
demand of travelers.  
 Shanghai market: The number of outbound tourists reached 2.34 million 
in 2014. It is noteworthy that the currently established China (Shanghai) 
Pilot Free Trade Zone15 began to allow Sino-foreign joint venture travel 
agencies to engage themselves in outbound tourism business (except that 
with Taiwan), and canceled the restriction that only after obtaining business 
license for at least two years can the agency run outbound tourism. Such 
policies will greatly facilitate its outbound tourism development. 
 Chengdu and Chongqing markets: both cities have witnessed a 
considerable rise of the number of outbound tourists, especially the 
municipality of Chongqing. 31.26% more tourists conducted outbound trips 
in comparison to the previous year, achieving 1.21 million. Their foreign 
destinations are further diversified with remarkable growth thanks to the 
regional economic growth, rising number of international flights and visa 
convenience (There are respectively 12 and 10 consulates in Chengdu and 
Chongqing, right rank after Beijing and Shanghai.) 
 Guangzhou market: Shenzhen, the Special Economic Zone adjacent to 
Guangzhou accounts for 4.32 million outbound tourists in this market, while 
Guangzhou only emitted 2.26 million. Despite the large number, over half 
went to Hong Kong and Macau due to the location. The outbound tourists 
flow from this market also mainly concentrated on Asian destinations.  
                                                 
15 China (Shanghai) Pilot Free Trade Zone (in Chinese 中国（上海）自由贸易试验区) is s a free-trade zone 
approved by the State Council of People’s Republic of China on 22 August 2013 in Shanghai, China. As a 
testing ground for a number of economic and social reforms, various measures regarding the transformation 
of government functions, financial systems, service trade, foreign investment and tax policies are 
implemented so as to promote the development of Shanghai’s re-export and offshore business. 
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4.2.3 Travelling preference 
Preferred destinations Hong Kong, Macau and Taiwan are among the 
traditional most popular destinations since the respective introduction of Individual 
Visit Scheme in 2003 (Hong Kong Tourism Board, 2016) and 2011 (CNTA, 2011) 
because of the geographical convenience, low cost and ease of visa application. In 
recent years, a boom of Chinese tourists visiting Korea and Japan has been witnessed 
(CAPA Centre for Aviation, 2015; People's Daily Online, 2015), since Japanese and 
Korean pop culture, TV series, and various products such as daily supplies and 
cosmetics become highly popular in China. The open of individual traveler visa of 
Japan and visa exemption for Chinese tourists travelling to Jeju Island of Korea make 
it easier to visit both countries and thus fueling the desire. Due to the proximity and 
familiarity (many of them are the earliest permitted outbound tourism destination) to 
Chinese, Southeast Asian countries such as Thailand, Vietnam and Malaysia still 
possess advantages in Chinese market. 
Although a great majority of top oversea destinations of Chinese outbound 
tourists is in Asia, the attractiveness of Europe to them has been increasing rapidly, and 
maintain its priority over USA. According to the statistics revealed by CNTA (as cited 
in Travel China Guide, 2015), France, Italy, Switzerland and Germany, being 
considered as representatives of typical and romantic European culture, entered the list 
of top 10 destinations in the first half of 2015. The credit is given to several major 
public holidays especially the “Golden Week” of Chinese New Year. Meanwhile, the 
simplified procedure and shortened processing time for French and German tourist visa 
(2-3 working days) as well as geographical neighborhood of these countries also evoked 
desire for travelling around Europe. 
Another survey conducted by Financial Times (Plowright, 2015) also indicates 
that France, Germany, Italy, UK and Switzerland are among the top destinations to visit 
in the coming year. Regarding the “top 10 dream destinations”, first 7 are European 
countries, led by France with absolute superiority in spite of negative news one after 
another.  
From the number of air connections, it is also possible to observe the positive 
correlation between the transportation convenience and popularity of destination 
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countries. 
Table 4.2: Number of weekly direct flights from mainland China and Hong Kong to 
different European countries (2011) 
 
Source: Gaimundiz, 2011 
Preferred periods of the year There are two major legal holidays that constitute 
“Golden Weeks” when loads of Chinese tourists enjoy either domestic or outbound 
trips, namely Chinese New Year (the first day of the first lunar month, which varies in 
between January and February. Its significance is equivalent to Christmas to Occident), 
and Chinese National Day (1st of October). The “Golden Week” is an alias given to the 
semi-annual 7-day national public holidays, which began to be implemented since 2000. 
The name derives from the initial purpose of establishing such consecutive holidays, 
that is to promote internal consumptions. Outbound tourist flow also benefitted 
simultaneously to a great extent (Waldmeir, 2014; Global Blue, 2015). 
Originally Labor Day (1st of May) holidays was also a “Golden Week”, yet as a 
consequence of various emerging problems (i.e. the long shut down of key government 
agencies) it was cancelled in 2008. Instead, it is spilt into three traditional Chinese 
festivals – Mid-Autumn Festival, Dragon Boat Festival and Qingming Festival. The 
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common practice is to swap an adjacent weekend with the weekdays next to these actual 
festivals to create a three-day holiday, which sometimes makes the holiday arrangement 
seem “chaotic”.  
The winter vacation in January or February as well as the summer vacation during 
July and August on the academic calendar are the peaks when students travel the most.  
China’s Labor Law grants paid vacations of different length based on their 
cumulative working years (see Figure 4.5: The relationship between work tenure and 
length of paid annual leave (source: The Central People’s Government of the People’s 
Republic of China)). Nevertheless, it is notable that “China has fewest paid vacation 
days in world”, and over 1/3 of workers gave up their annual paid leave worrying losing 
their job (Chen, 2011). Moreover, simply comparing the number of leave days with 
many countries, China falls far behind them. It is an obvious obstacle for further 
expansion and maturity of long-haul outbound tourism since the time severely limits 
their geographic scope of travel activities. 
Statutory Paid Annual Leave 
Work Tenure Leave Days Entitled 
Less than one year No leave 
1-10 years 5 days 
10-20 years 10 days 
Over 20 years 15 days 
Figure 4.5: The relationship between work tenure and length of paid annual leave 
(source: The Central People’s Government of the People’s Republic of China) 
Preferred to travel with whom According to CTA (2015), almost 60% of 
tourists travel with their families while 27% prefer to travel with friends. 
Approximately 8% likes to travel with colleagues or the group/class/company to which 
they belong. Another report released by Mafengwo.cn (2014), an online travel 
community indicates a more detailed result: travelling with family is the first choice of 
51% of tourists from Beijing, Guangzhou and Chongqing while their counterparts from 
Chengdu and Shanghai are more likely to travel with friends. To conclude, family is 
the most common company that Chinese outbound travelers would choose. 
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4.2.4 Decision Factors 
Travelling purposes and motivations The general investigation conducted by 
CTA (2015) shows that the main aim of outbound tourism is travel/sightseeing and 
leisure/vacation. The two objectives add up to almost 93.5% (former and latter account 
for around 56% and 38% respectively). It is noteworthy that sometimes Chinese tourists 
go sightseeing not because of the location and attractions themselves, but for their 
prestige. Sharing photos of visiting these places in their social circle would make them 
feel proud and boost their dignity (Z_punkt & TUI Think Tank, 2012). Notwithstanding, 
this general investigation ignored one key purpose, which is shopping. With the 
elevated purchasing power, the desire and affordability for luxurious brands also rise. 
The heavy tax and proliferation of counterfeit goods within the country has driven the 
fever of shopping overseas.  
While evidencing the result obtained by CTA, the market survey operated by 
WTCF and Ipsos (2014) reveals that shopping is among the most important reasons for 
more than 40% of outbound trips, especially those of individual travelers.  
  
Figure 4.6: Travel purposes and motivations (source: WTCF & Ipsos) 
Travelling information source Both surveys mentioned before reach an 
identical conclusion: tourism websites and forums, recommendation from family and 
relatives as well as the suggestions from travel agencies. In the survey of CTA (2015), 
all of these channels accounts for approximately 60%, followed by 
newspaper/book/magazine (22%), TV/radio (11%) and outdoor advertisement (9%).   
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The statistics published by WTCF and Ipsos (2014) indicate more frequent 
utilization of domestic tourism websites and travel agency consulting. They also find 
out that tourists who intend to travel to Europe and America destinations are more likely 
to obtain information directly from the promotional activities organized by the 
destination itself, tourism organizations of the destination and foreign tourism websites 
(e.g., TripAdvisor). In other words, it is very probable that these tourists already have 
some alternatives in their minds. The exposure of destinations and the amount of 
available information may become critical factors in the final decision of tourism 
destinations. 
 
Figure 4.7: Travel information sources (source: WTCF & Ipsos) 
Meanwhile, many respondents expressed their wish of more overseas destinations 
launching official websites in Chinese language, opening Sina Weibo and WeChat 
public accounts and even developing smartphone applications in Chinese.  
Travelling concerns and information search focus Regarding Chinese tourists’ 
primary concerns in different aspects of outbound trips, the most remarkable ones are 
all related to the lack of service personnel who can speak simple Chinese, Chinese 
signage and Chinese payment methods (WTCF & Ipsos, 2014). 
Chinese outbound tourists do their “homework” before departure. Figure 4.8 
reveals the biggest focuses of travelling information search, namely tourist attraction 
information (81%), lodging (71.5%), food (71%)and transportation (66%). The last 
three items are attributed special attention by independent tourists (WTCF & Ipsos, 
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
Chinese domestic tourism websites
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websites
Recommendations from relatives and friends
Official websites of tourism organizations of
outbound destinations
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Promotion activities organized by destinations
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2014). Tourist attraction information is also the most searched according to statistics 
concluded by CTA (2015), which weighs almost 70%. However, this is followed by 
the tourism price information (56%), local customs and practices (36.1%), and 
transportation (31%). 
 
Figure 4.8: Travel information search focuses (source: WTCF & Ipsos) 
4.2.5 Consumption Habit 
How much do they spend? CTA (2015) revealed that 42.8% of surveyed tourists 
spend more than 15,001 RMB (approximately 1850 EUR) in each single outbound trip, 
while over 20% of them spend between 10,001 RMB (around 1,235 EUR) and 15,000 
RMB. Statistics published by WTCF & Ipsos (2014) support with similar results as the 
average spending per trip of 26.69% of tourists is between 10000 and 20000 RMB 
(about 2,469 EUR), and that of 43.2% of tourists is above 20,000 RMB. 
According to Hotels.com (2014), who provides more detailed numbers, the daily 
average expenditure of Chinese outbound tourists is 3,324 RMB (about 410 EUR). 
More surprisingly, the top 10% tourists can spend at least 13,800 RMB (1703 EUR) 
per day (which is 4 times the common average), and the top 5% can spend up to 6 times 
the daily average, which equals to 20,896 RMB (2,580 EUR). 
Generally speaking, independent tourists spend the most in their outbound trips, 
followed by “half-independent” tourists16. Package tourists spend least. Those who 
                                                 
16 Tourists who purchase “flexible package tours” from travel agencies. They normally include fixed-date air 
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travel to Europe and America have a higher expenditure than that travelling to other 
parts of the world. 
On what do they spend? By far there is no doubt that shopping is the dominant 
item of Chinese outbound tourists’ spending. This ratio is 52% in the Chinese 
International Travel Monitor 2014 (Hotels.com, 2014) and almost 58% in Market 
research report on Chinese outbound tourist consumption (WTCF & Ipsos, 2014). The 
former report showcases that sightseeing (18%) and dining (14%) rank the second and 
third, while in the latter, they are accommodation (17.8%) and transportation (10.8%). 
Meanwhile, McKinsey (2016) reported that 47% of Chinese tourists regard that 
shopping is an important part of their trips, and 29% of them decide their destinations 
integrating the considerations for shopping. 
4.3 Tendency for future Chinese outbound tourism 
First of all, although currently at least over half of outbound Chinese tourists still 
travel in groups organized by travel agencies, the surge of independent Chinese 
travelers and their demand cannot be ignored (Z_punkt & TUI Think Tank, 2012; Gao, 
2013; SKIFT, 2013; Prayag, Cohen, & Yan, 2015). Already having participated in 
overseas package tours once or twice, the “Second Wave” of Chinese tourists visiting 
Europe is forming (Arlt, 2013). Their travel preference begins to change with the 
accumulation of outbound travelling experiences. One of the most distinctive example 
is that the previous “lightning trips” (the itinerary of which are normally very 
compressed to include as many countries and attractions as possible. Tourists are only 
allowed limited time to take a quick glance and several pictures at each tourist 
attractions) is gradually replaced by in-depth destination exploration. Younger 
generations are willing to pay more so as to enjoy the best, and niche tourism with 
specific themes (e.g., Golf, wine appreciation and nautical sports, etc.) are gaining 
increasing popularity among richer and more mature outbound tourists (SKIFT, 2013). 
These tourists are trying to differentiate themselves from the general public. They want 
to gain more prestige with novel tourism itineraries and activities. 
Secondly, the speedy development and proliferation of information technology 
                                                 
tickets and hotel reservations, sometimes also with other transportation reservation. Besides these, the rest of 
itinerary is totally decided by tourists themselves. 
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and smartphones are reshaping the outbound tourism sector structure since tourists rely 
every time more on the internet, be it services purchasing or information searching and 
sharing. The statistics revealed by Chinese online travel agencies in 2012 indicated that 
the online booking rate by major force of outbound tourists has already reached 68%, 
and the utilizers’ age band has been constantly widening (Arlt, 2014). Various reports 
and academic papers also evidence this revolution (Z_punkt & TUI Think Tank, 2012; 
Chinavia, 2013; Hotel.com, 2014; IHG, 2015). It is not exaggerated to say that 
nowadays Internet has already penetrated in every aspect of the tourism industry chain. 
Hence, well-targeted digital communication strategies are crucial. Simple online 
presence in Chinese language is not enough for effective destination marketing. The 
channels should also be comprehensive, including but not limited to official website, 
social media networks, and online travel agencies (OTA).  
In the third place, with the growth of affluent class in China, the purposes of their 
trips expand. COTRI (2015) pointed out that the top 5% – 10% of outbound tourists 
tend to treat their trips as investments, either direct investment such as buying 
immovable property for profit and residence permit, or indirect investment like 
confirmation of social status and acquirement of new market knowledge and dynamics. 
The Golden Visa policy of Portugal has already created the premises for tourists from 
this high-profitable segment. 
These tourists also travel seeking potential education investment destinations for 
their children. Indeed, the number of Chinese oversea students has been continuously 
growing, and not only limited to the wealthiest but also general population. According 
to Li (2015), this number was recorded 459,800 in 2014 (an 11% increase on the 
previous year), and China has been the largest source country of oversea students since 
2009. On one hand, students themselves form a large segment which travelling around 
during their school breaks; on the other hand, their relatives and friends take the 
opportunity to visit the students and travel as well. As already analyzed before, the 
words of mouth of one tourism destination among acquaintances can be vital for 
outbound travelers’ choices. Chen, Dwyer, & Firth (2015) further confirmed the 
potential of Chinese oversea students being strong advocate to help promote the 
destination country brand. This can be extremely inspirational to Portugal since many 
Portuguese universities have already established close cooperation with Chinese 
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counterparts, and the number of Chinese students is constantly increasing, no longer 
limited to that from Portuguese language majors. 
To conclude, due to its huge dimension, simple “Chinese market” could no longer 
be used to generalize the tourists who are becoming increasingly demanding and 
diversified with the maturity of Chinese outbound tourism. Destinations should study 
carefully of different tourist segments and target precisely the niche markets they intend 
with appropriate promotion strategies. Always remember that in China, no matter how 
small a niche market is, the absolute population and potential profit can be surprisingly 
considerable.  
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Chapter 5 Empirical Study  
5.1 Research questions 
The ultimate objective of this thesis is to figure out that in order to capture a more 
profitable number of Chinese outbound tourists, in which way can Portugal market 
itself more effectively in China to become a popular tourism destination. With this clear 
objective in mind, three following research questions are proposed to facilitate the 
realization of the research objective. 
i. To which extent the social media can be an effective communication tool 
to promote Portugal in China? Which categories of content and forms 
of promotion are most attractive to Chinese tourists?  
The previous literature already reveals that some foreign destinations have 
obtained success in capturing Chinese tourists through effective promotion, either in 
traditional or in digital channel. The following empirical research will look into the 
most commonly used channels and compare them. Social media marketing will be paid 
with special attention, given the current marketing trend and the surge of travel plans 
and reservations made by Chinese outbound tourists on smartphone in 2015 
(Hotels.com, 2015). 
ii. Which are the principle attractions of Portugal that are able to provoke 
the interest of Chinese outbound tourists and take them to visit the 
country?  
The traditional “sun and beach” image of Portugal may not function well due to 
distinct culture and travel habits of Chinese tourists. Hence, it is vital to probe the 
tourism attractions and services that Portugal already have or can develop to capture 
and satisfy Chinese market with more efficiency.  
iii. In which form can Macau SAR constitute a “showcase” to promote 
tourism of Portugal in mainland China?  
Portugal had exerted its influence in every corner of this ex-oversea territory, and 
the bond is still solid between both. In 2014, Macau received 20 million tourists from 
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mainland China (Liu, D., 2015). It will be a great disposure for Portugal if this 
advantage can be adequately used. 
The objectives and research questions have determined the nature of this 
empirical research, which is a descriptive one. It is also addressed as exploratory 
research as it aims at discovering and describing certain research objects which have 
not been (or rarely) looked into before. In leisure and tourism research, descriptive 
study is very common (Veal, 2006). Veal (2006) also pointed out that this kind of 
research, rather than conceptual frameworks, demand clear definitions of concepts 
involved, which have been clarified in previous chapters of literature review. 
5.2 Methodologies and research designs 
Reviewing existing study outcomes and written work is vital in the research 
process, as a comprehensive literature review helps to clarify the concepts, reflect on 
related knowledge, and very importantly, uncover the research gaps. However, as this 
topic is much less studied, an empirical research is indispensable to examine the 
literatures and answer the research questions. Meanwhile, the coexist of previous 
theoretical research (literature review) and the empirical research will not only 
complement each other, but also enhance the creadibility and persuasiveness of the 
whole thesis. 
The empirical research adopts mix methods design, which is a combination of 
qualitative and quantitative methods. Tashakkori considered it a relatively novel 
methodology as its formal establishment of theoretical foundation was in 1990s (as 
cited in Harwell, 2011), yet it is gaining increasing popularity since both methods 
complement and support each other (Bryman, 2006). It allows to weaken the 
disadvantages of either method while exploit its advantages, and reduce the 
unavoidable research biases to a certain extent (Greene, 2007), thus addressing the 
research questions more comprehensively. 
5.2.1 Quantitative approach, survey design and sampling 
Quantitative approach, as indicated by its name, emphasizes on objective 
measurements whose collected data is normally presented in statistical and numerical 
form. Kraus and Allen (1987) have claimed that it is important for investigators to adopt 
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quantitative measures wherever and whenever possible, since a majority of significant 
research studies rely on actual measurement of scientific data which is obtained by 
quantitative analysis. As one of the representative quantitative techniques, it is very 
probable that the questionnaire-based survey is the most widely utilized in tourism 
research (Veal, 2006) as it is easier to understand and master its basic mechanisms. On 
the other hand, research in the field of tourism tend to demand general and quantified 
statements. 
A questionnaire-based survey is able to reflects characteristics of a large research 
object by involving only a representative proportion of this object, which is a sample. 
It is generally devided into two types, namely interviewer-completion and respondent-
completion survey, with the answers to the former are recorded by an interviewer, and 
the latter is completed by survey respondents themselves. Although the validity of data 
collected by quantitative surveys may be influenced by factors such as question 
wording and the limited choices in fixed-responses questions, their advantages are even 
more outstanding besides the feasibility and accessibility mentioned above: a) surveys 
are structured and standardized, thus providing relative objectivity and transparency of 
research procedure; b) they are able to present complex information in a more precise 
and easily understood form; c) they can help to gather and record the occurrence of 
attitudes, intentions and perceptions in the sample. In this way, the organization and 
correlation analysis of data are easier to achieve, revealing the “unseen” characteristics 
of the whole population (Quivy & Campenhout, 1992; Veal, 2006) 
Given the research questions and characteristics of questionnaire-based surveys, 
it is definitely necessary to collect data from a selected sample of Chinese outbound 
tourists with carefully designed research questionnaires.  
The quantitative research data is collected by the means of self-administered 
questionnaire. It is single cross-sectional, measuring the perceptions of respondents at 
just one point of a time. The questionnaire is firstly designed in English, then translated 
into Chinese and published on a professional Chinese questionnaire distribution 
website17. 
                                                 
17  Since the access to Google services is prohibited in Mainland China, the site utilized to collect the 
questionnaire answers is www.sojump.com, the biggest online questionnaire distribution platform in 
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The target respondents are limited to mainland China residents (excluding 
Chinese residents of two Special Administrative Regions, i.e. Hong Kong and Macau) 
so as to eliminating the visa policy effects and cultural influences, since the SARs are 
more westernized and have more visa facilitations. They already possess certain 
financial ability to afford outbound trips, particularly long-haul ones. 
To obtain a more comprehensive and representative sample, the Snowball 
Sampling method is adopted due to the high feasibility. The first batch of respondents 
(who are directly contacted by the author of thesis) are required to distribute the link of 
the online questionnaire to their parents, relatives, friends and colleagues who meet the 
pre-set requirement. The questionnaire was open to accept responses during the whole 
month of April, 2016 and at the end, 273 complete answers collected are valid for 
eventual analysis by Excel. 
The questionnaire is divided into 6 sections plus the demographic profile. The 
first section is to gain a basic idea if the respondents have traveled to Europe and the 
respective experience and preferences. The second section is to probe whether 
respondents’ previous visits to Macau evoke their interest in Portugal and if they have 
already been to Portugal. The third section is only for those who have visited Portugal, 
with the aim of knowing their experience in the country. The fourth section is for those 
who have not been to Portugal, to understand their impressions of Portugal and to see 
if they are interested in visiting Portugal. If they are, they are directed to the following 
section which test their expectation for the trip and to what do they attach importance. 
If they are not, they are required to answer the reason, then directly jump to the last 
section, which is about their information source and type when making travel decisions. 
Besides the two open-ended questions inquiring about respondents’ impression of 
Portugal and items in Macau that provoke respondents’ interest in Portugal, all the rest 
are close-ended questions. 
5-point Likert scales are applied to test the respondents’ degree of agreement and 
disagreement in questions requiring them to rate all statements and factors provided. 
Basic questions related to the respondents’ demographic information are inserted at the 
                                                 
Mainland China.  
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end of the survey.  
5.2.2 Qualitative approach and interview design 
On the contrary to the quantitative approach, qualitative approach has nothing 
much to do with numbers, but to observe people’s behavior and speech (the “data” in 
qualitative methods) and analyze and interprete them. It tends to “involve the gathering 
of large amounts of relatively detailed information about relatively few cases” (Veal, 
2006). Although quantitative approach has long been highly admired, research of social 
science does not deny the value of qualitative methods, that is, to reveal social 
phenomena and promote the production of knowledge by enabling the analysis of 
unquantifiable variables and unobservable features of the quantitative approach (Raupp 
& Beuren, 2003).  
Qualitative methods include an extensive range of techniques (i.e., In-depth 
interviews, focus groups, participant observation, analysis of texts, biographical 
research, ethnography, etc.), among which in-depth interviews is commonly used. An 
in-depth interview is generally a series of probing questions proposed towards a specific 
topic or subject by interviewer to respondent, on a one-to-one basis. In-depth interviews 
helps to uncover respondents’ deeper insights of the subject, and through a free 
exchange of information, it is more likely to get to the real issue when the subject or 
topic is complicated. However, the inherent high cost of money and time, and the 
difficulty and complexity in result analysis cannot be neglected.   
Since the available information related to thesis topic is rare, in-depth interviews 
are arranged with experts who are familiar with the current situations so as to obtain 
the most updated and professional insights.  
In this phase, semi-structured interview was adopted as major investigation 
instrument. With a pre-set framework, semi-structured interview provides a clear guide 
to guarantee the acquirement of reliable and comparable qualitative data, while allow 
certain flexibility to bring in new ideas in accordance with the on-going interaction. 
Hence, in each interview, opinions of six aspects were collected from the interviewees, 
namely (1) their view of current situation of tourism of Portugal in China; (2) the 
comparative advantages of Portugal to other popular European destinations among 
Chinese tourists (e.g., France, Germany and Italy), and the tourism products of Portugal 
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that capture these tourists; (3) if Macau has the potential to become a privileged territory 
to promote Portugal in China; (4) potential obstacles that impede Chinese tourists from 
visiting Portugal; (5) their opinions towards promotion of Portugal in Chinese social 
media; (6) their suggestions to the promotion of tourism of Portugal in mainland China. 
Six professionals active in research of relevant field and communications 
between China and Portugal were interviewed, including Dr. Carmen Amado Mendes, 
assistant professor of International Relations of University of Coimbra, Portugal, and 
expert on Luso-Chinese relations; Dr. José Miguel Encarnação, chief editor of 
newspaper O Clarim in Macau; Dr. José Manuel Simões, assistant professor and head 
of Department of Communication and Media of University of Saint Joseph in Macau; 
Dr. Rodolfo Faustino, coordinator of Tourism Promotion and Information Center of 
Macau, in Lisbon; Dr. Sales Marques, president of Institute of European Studies of 
Macau, and finally, Dr. Virgínia Trigo, associated professor and director of China 
Programs of ISCTE-IUL. All interviews were conducted through personal phone-calls 
in December 2015 and January 2016, with complete recording and transcripts in 
Portuguese.  
5.3 Data analysis 
5.3.1 Interview results and analysis 
Regarding the first question, the current situation of tourism of Portugal in China 
perceived by interviewees, most of the interviewees agreed that tourism of Portugal is 
experiencing a good time in China and many Chinese begin to include Portugal in their 
travel circuit thanks to the unremitting efforts of Turismo de Portugal and AICEP. 
Portugal nowadays tends to be perceived as an accessible destination with appeal. 
Although the market share is still relatively small, the potential is large if the promotion 
effort is continuously reinforced with proper marketing strategies. However, there is 
another voice doubting that many trips conducted by Chinese in Portugal are very 
related to business, that is, Portugal is not chosen exclusively as a tourist destination, 
although the transmitted image is quite positive. 
With respect to the comparative advantages of Portugal as a tourism destination, 
firstly, all interviewees highlighted that Portugal is a small country, but from north to 
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south each region has its own distinctive characteristics. The advantage for tourists is 
that they can enjoy a great variety of both natural and cultural landscape within short 
time and distance. The special geographical location and mild climate, gastronomies 
(Portuguese cuisine, wine and olive), handicraft products as well as cheap price level 
are also bonus items adding much to the attractiveness of Portugal. Secondly, 
Portuguese people are friendly and hospitable. This can be very influential as some of 
the European countries are already known as very unfriendly to foreign tourists (Roland 
Berger, 2015). Thirdly, Portugal has predominant natural conditions to develop some 
very profitable niche tourism sectors, such as golf tourism and nautical sports tourism.  
Viewing Macau’s role in promoting Portugal in mainland China, interviewees’ 
opinions varied, but overall not very optimistic. Half of them consider that Macau’s 
importance in the promotion to Chinese tourists is almost negligible as Chinese tourists 
generally stay in Macau for 1-3 days, during which the city may only leave them with 
a shallow impression and very limited experience (and perhaps tourists themselves may 
not connect Macau with Portugal consciously. Special guidance, in this case, may 
become necessary.) Macau should not be considered a priority when invest in 
Portugal’s tourism promotion in China. Dr. Vírginia Trigo further pointed out that 
nowadays, if Portugal wants to construct relations with China in any field, there is no 
necessity to pass through Macau as Portugal already lost power over it. Go directly to 
China would be faster and more efficient. The other half, although affirmed the positive 
effect of Macau, believed that if Portugal wants to promote itself through Macau, there 
are still many jobs to do. Therefore, the final conclusion is that even Macau can play a 
role in the whole promotion, the degree will not be high. 
When inquiring about the potential factors that impede Chinese tourists from 
visiting Portugal, most of them believed that lack of direct flights is the biggest obstacle 
that excludes Portugal from Chinese tourists’ travel routes. As flying to Portugal 
requires a transit, this may keep the tourists stay in the center of Europe instead of 
travelling to Portugal. The second problem lies in the adaptation of tourism facilities, 
which is mainly caused by language and cultural barriers. The interviewees indicated 
that many other European countries (such as those most welcomed countries by Chinese 
outbound tourists: France, Germany and United Kingdom) have already prepared 
themselves to receive Asian tourists, especially Chinese ones, while Portugal starts this 
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process quite late. It is crucial to accelerate the adaptation, particularly in the sector of 
hospitality and retail. Dr. Carmen Amado Mendes proposed that the destination image 
of Portugal perceived by Chinese tourists may also be an obstacle, as when comparing 
with, for example, UK, Portugal does not seem very prestigious that can satisfy the 
vanity of Chinese tourists. Moreover, lack of visa application centers and bureaucratic 
visa procedures are obstacles that cannot be ignored, emphasizing Dr. Rodolfo Faustino. 
As for the interviewees’ opinions towards promotion of Portugal in Chinese 
social media, Dr. José Manuel Simões and Dr. Virgínia Trigo considered the digital 
presence in Chinese Wechat and Sina Weibo, currently the most popular social media 
quite significant as Twitter and Facebook are blocked by the government. Meanwhile, 
Dr. Rodolfo Faustino affirmed particularly that the wide acceptance and quickness 
make social media a key tool to promote the happenings at the moment, allowing 
immediate sharing of images and video clips and interaction with users which make the 
advertising more appealing. The presence in social media is fundamental.  
At the end, each interviewee provided their personal suggestions focusing on 
efficient tourism promotion. Dr. Carmen Amado Mendes stated that China is an 
enormous country, where Portuguese government may not be able to afford a very 
large-scale advertisement. Hence, the promotion should be more targeted, for example, 
to certain niches, in regions with stronger purchasing power and in most influential 
tourism fairs. The segmentation should be done adequately. Dr. José Encarnação 
pointed out that the promotion should not only be implemented in tourism. On the 
contrary, the interaction between private sector and public sector, and that among 
different business sectors should be reinforced and act under a unanimous promotion 
strategy in order to convey a strong and unified image of Portugal. Such image is not 
only a multiplier for tourism promotion, but also beneficial to other Portuguese business 
in China. Furthermore, Dr. Sales Marque, Dr. Virgínia Trigo and Dr. Rodolfo Faustino 
strongly suggested that Portugal should take advantage of those already known in China, 
namely football and the great Discoveries, to shorten the psychological distance with 
Chinese tourists and to create corresponding tourist routes featuring these unique 
characteristics. In addition, given the number of Chinese tourists visiting Spain, it is an 
excellent idea to carry out strategic cooperation with this bordering country, creating 
routes and travel packages combining adjacent Portuguese and Spanish cities to achieve 
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win-win. Last but not least, all attractive characteristics of Portugal, namely both the 
natural and cultural landscape, climate, gastronomy as well as its security should be 
fully marketed. The visa application procedure need to be simplified as well. 
5.3.2 Questionnaire results and analysis 
5.3.2.1 Demographic profile of collected Sample 
The overview of the sample’s demographic profile is presented prior to formal 
data analysis so as to give an overview of the surveyed respondents. 
   
Figure 5.1& 5.2: Gender and age 
There are slightly more (around 15) female respondents than male respondents in 
the sample. The sample collected covers a wide range of age groups, with that of 18-25 
years old predominates (37%). The group of 26-40 and 41-60 years old account for 
around 29.7% and 33.3% respectively. 
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Figure 5.3: Highest education level 
Only 4% of respondents did not attend university. A great majority hold at least 
a degree equivalent to bachelor (57%), with almost 40% respondents possess post-
graduate degrees (master and doctoral degrees.) 
 
Figure 5.4: Occupation field 
Regarding respondents’ occupations, half of them work in commercial 
organizations and 19% are still students. 13% of the respondents work in education 
field, which is followed by that work in public health sectors (e.g., Hospitals, 7 %) and 
in government departments (7%). Only 1% of them work for non-profit organizations. 
 
Figure 5.5: Marital status  
In terms of marital status, slightly more respondents are single (51%) in 
comparison with those married (46%). Moreover, 3% of the respondents are divorced. 
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Figure 5.6: Average monthly income (1EUR≈7RMB, central parity rate in 2015. source: 
China Foreign Exchange Trade System) 
Around 15% of the respondents declare that they have no income. This 
percentage correspond roughly to that of students in the previous occupation field 
question. Around 35% of the respondents earn an average monthly income less than 
8000 RMB (≈1143 Euro) while approximately 31% earn between 8000 RMB and 
16000 RMB (≈ 2286 Euro).19% of the respondents earn more than 16000 RMB each 
month. The result distribution corresponds to the expectation for target respondents that 
they should have certain financial capacity. 
 
Figure 5.7: Consecutive days to implement long-haul trips 
When asking about the length of holidays to implement long-haul trips every year 
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apart from legal public holidays (those officially announced at the beginning of every 
year by the State Council of People’s Republic of China) , over 60% of the respondents 
state that they have no more than 2 weeks. However, 16% of them have 2-3 weeks and 
21% could enjoy a more than 3-week holiday. 
5.3.2.2 General information of respondents’ outbound trips to Europe 
 
Figure 5.8: If have travel experience in Europe 
163 respondents have not been to Europe, while the rest 110 respondents have. 
i. Among those who have been to Europe:  
 
Figure 5.9: Number of times to Europe 
Among the 110 respondents who have already traveled to Europe, 46% of them 
(50) only traveled once.18 respondents declared that they have been there twice and 42 
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respondents have visited Europe 3 times or even more. 
 
Figure 5.10: Visited countries 
The results collected echo the previous literature review as France (71% of the 
respondents), Germany (71%) and Italy (56%) are the most popular destinations, while 
Spain (46%), Switzerland (37%) and United Kingdom (32%) also rank among top 10. 
The rest of top 10 are Holland, Belgium, Austria and Czech Republic. From the list, it 
is evident that countries bordered those most popular destinations, in spite of its smaller 
scale, are also frequently visited. Generally speaking, Western Europe is the most 
popular area. It is noteworthy that 14 respondents (13%) have visited Portugal. Their 
experiences will be discussed later. 
 
Figure 5.11: Average number of nights spent in one country 
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It is clearly presented that half of the respondents who have already visited 
Europe spent on average 1-3 nights in one country, 32% of them stayed up to 1 week. 
However, there are also 18% of respondents had in-depth journeys which exceed 1 
week. 
 
Figure 5.12: Average number of countries visited per trip 
According to the collected questionnaires, 62 respondents (56%) visit 2-3 
countries in each trip to Europe. However, there are also 35 respondents who only visit 
one country per trip and 12 respondents who visited more than 4 countries.  
 
Figure 5.13: Travel companion 
As for the travel companion, over half of respondents prefer to travel with their 
colleagues, classmates and friends; 27% of them choose to travel with family and 
relatives. It is quite interesting to see that 16 respondents (which accounts for 15% of 
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those who have been to Europe) traveled alone. 7% of the respondents have traveled 
with their boyfriend or girlfriend. 
 
Figure 5.14: The form of previous trip to Europe 
Nowadays, there are 3 mainstream forms of travelling in China. Existed package 
tour is that strictly planned by travel agencies, with fixed itineraries and all related 
services (e.g., transportation, tourist guide, entrance fees, accommodation, etc.) 
included. Flexible packages are also provided by travel agencies, yet normally they 
only contain accommodation and transportation of fixed-date designated by tourists, 
whereas the itinerary is totally up to tourists. Independent tours, as stated in its name, 
are trips planned completely by tourists themselves without seeking any available travel 
agency services and products.  
With regards to the form of previous European tour, 72%, corresponding to 79 
respondents, traveled independently. Among the 28% of the respondents who adopted 
services provided by travel agencies, 22% chose to attend existed package tour while 
6% of them only purchase the air tickets plus transportation package, and arrange the 
rest of the trip by themselves. 
ii. Among those who have not been to Europe: 
In which form if to travel to Europe for the first time? 
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Figure 5.15: The form of first trip to Europe 
When asked the respondents who have never been to Europe about how they 
pretend to travel in the continent if they have the conditions, the distribution of answers 
is relatively even. A little less than 40% of respondents (60 people) choose to do so 
independently; 34% will seek flexible packages (arranged transportation and 
accommodation) and another 29% will join group tours. Hence, a majority of tourists 
who never travelled to Europe still tend to rely on the available travel agency services, 
though the degree of reliance differs. 
5.3.2.3 The influence of Macau on Chinese tourists’ interest in Portugal 
i. If the respondent has visited Macau  
 
Figure 5.16: If have travel experience in Macau  
When asked whether the respondents have been to Macau, 159 of them stated yes 
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while 114 no. 
ii. If the experience in Macau provokes interest in visiting Portugal 
 
Figure 5.17: If the experience in Macau provokes interest in visiting Portugal 
52 respondents (33%) affirm that the travel experiences in Macau further provoke 
their interest in visiting Portugal.  
Respondents are asked to specify why they are interested in visiting Portugal after 
visiting Macau: The items that respondents have specified can be categorized into 
following types: Historical link and society (5 effective written answers), 
gastronomy(17 effective written answers), arquitecture style (29 effective written 
answers), and culture (9 effective written answers). The most mentioned impressions 
are the local macanese cuisine, especially the Portuguese egg tart, the colonial history, 
the style of St. Pauls Cathedral ruins and other historical attractions, as well as the 
pattern of Portuguese sidewalk. Portuguese language, as a representative of Portuguese 
culture was also frequently mentioned. 
However, it is notable that 67% (107 respondents) said they are still not interested 
in Portugal after visiting Macau. A possible explanation is that A majority of mainland 
tourists travelling to Macau only stay for 1-2 days, and their main objectives are gaming, 
city sightseeing and shopping. If lack of prior knowledge, tourists may not consciously 
connect those exist in Macau with their Portuguese historical origins.  
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5.3.2.4 Chinese tourists who have visited Portugal and potential tourists who will visit 
If the respondent has already visited Portugal 
 
Figure 5.18: If have travel experience in Portugal 
Only 37 respondents have travelled to Portugal, and it only accounts for 14% of 
the whole sample. An overwhelming majority (236 respondents) have never been to 
Portugal. 
i. Those who have visited Portugal 
Their primary reasons to visit Portugal 
 
Figure 5.19: Primary reasons to visit Portugal 
It is evident that the top three reasons motivating the trip to Portugal of those 37 
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respondents are the special geographic location and natural landscapes (26 votes), the 
exotic cultural relics and monuments (17 votes) which are different from the other 
European countries as well as the good climate (13 votes). They are followed by the 
local handicrafts, gastronomy and wine (10 votes) and historical connection with 
Macau (6 votes).  
Number of nights stayed in Portugal 
 
Figure 5.20: Number of nights stayed in Portugal 
Describe 3 impressions on Portugal, or special characterisitics of the country  
Gastronomy, natural landscape and city view are most frequently answered. In 
terms of gastronomy, around 15 respondents point out their impression on red wine and 
Port wine produced in Portugal (but only 1 answered directly mentioned about 
Portuguese cork for wine bottle) , and another 25 respondents mentioned delicious 
Portuguese food including Portuguese egg tart, sausage, seafood, dishes of animal 
organs and fruits. Regarding natural landscape and city view, the geographic location 
of the country, Cabo da Roca, beautiful beach and sea, as well as the lovely city of 
Oporto, Lisbon and Sintra are much mentioned. The patterned Portuguese sidewalk 
composed by stones as well as the distinctive Portuguese Azulejos also leave 
respondents deep impressions. 
Other answers contain a great variaty of aspects: nice and friendly people (more 
than 5 votes), low price level (5 votes), football (3 votes), poor economy, safe ambient 
to travel as well as the history of Age of Discovery and Fado. 
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ii. Those who have not visited Portugal 
Describe 3 impressions on Portugal, or special characterisitics of the country. 
236 respondents answered this question and the responses collected reveal clearly 
that an overwhelming majority of them only have a very vague idea of Portugal. The 
most mentioned impression is absolutely football, with great names such as Figo and 
Cristiano Ronaldo. Then is related to the colonial history, including being the earliest 
country of Age of Discovery and the colony of Macau. The third most refered 
characteristic is the wine and gastronomy, especially the Portuguese egg tart. Nice and 
warm people, natural landscape and distinct culture are also talked about. However, 
approximately 1/4 of the answers indicate that they cannot recall anything about 
Portugal when responding this questionnaire. 
There is an obvious phenomenon that Chinese tourists tend to confuse Portugal 
with Spain, either they mentioned something spainish as if it were Portuguese, or they 
directly point out that Portugal is just a very small country beside Spain without much 
sense of presence to them. Most of respondents seem do not have a clear idea of the 
geographical location of Portugal. 
In comparison to those who have been to Portugal, only few people can point out 
detailed distinguishing Portuguese features whilst those who have visited the country 
can list more details.  
If the respondent wants to visit Portugal? 
 
Figure 5.21: Desire to visit Portugal 
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185 respondents expressed their interest in visiting Portugal in the future, yet 51 
are not interested in travelling in this country. 
iii. Those who want to visit Portugal: 
In which form will the respondent travel to Portugal for the first time 
 
Figure 5.22: Form of first trip to Portugal 
For those who want to visited Portugal, 42% of the respondents (77) tend to travel 
independently without any travel agency services. 108 respondents choose to look for 
services available: half of them will join directly the group tours and the other half will 
purchase the air-ticket and hotel packages.  
Only Portugal or more countries? 
 
Figure 5.23: Plan of other countries in the trip to Portugal 
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111 respondents want to visit Spain and other European countries besides visiting 
Portugal. This accounts for around 60%. 26% of the respondents will focus on both 
Spain and Portugal, as they are bound by each other. Only 14% of the respondents 
choose to visit only Portugal in a deeper way. A possible explanation for the result is 
the relatively high cost of intercontinental long-haul trip, which approximates 1000 
Euros. Therefore, they are more likely to take the chance to visit more places so as to 
make the cost worthwhile. 
Intended number of nights to stay in Portugal 
 
Figure 5.24: Intended number of nights to stay in Portugal 
A majority of the respondents will visit Portugal for approximately one week: 44% 
of the respondents pretend to stay in Portugal for 1-3 nights and 37% of them will stay 
for 4-6 nights. The proportion of respondents choosing the latter increases a lot. 22 
respondents are likely to travel within the country for 7-9 nights and only 12 said that 
they will stay for 10 nights or more.  
Identify the importance of following alternatives when travelling to Portugal  
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Figure 5.25: Importance of tourism activities 
Those potential tourists travelling to Portugal attribute most importance to 
sightseeing of natural landscape (with an average point of 4.18), tasting of local 
gastronomy (4.05) and sightseeing of the city view (4). Shopping of international 
brands and Conduct of outdoor sports are the least preferred tourism activities, both 
with average points lower than 3. However, respondents showed quite a lot interest in 
local festivals and events (3.56 points), total relaxation with sun and beach or in a resort 
(3.48 points) and thematic tourism routes (3.41 points) and besides the traditional 
attractions above, which indicate a market potential to develop more and diverse 
tourism products, just as pointed out by some interviewees in the previous qualitative 
research. 
It is also noticed some significant differences in preference when cross analyzed 
with the age of surveyed sample. People over 30 years old attributed much more 
significance to visit museums, monuments and other cultural relics, yet they are less 
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interested in attending city sightseeing and local foods and wine tasting. 
The result is interesting in terms of participation in local festivals and events, as 
respondents aged between 18 and 30 years old and that in the interval of 41-50 years 
old demonstrated quite much interest, whereas 31-40 and 51-60 years old constitute 
two troughs in importance rating of this tourism activity. Meanwhile, respondents under 
30 years old show slightly more interest in purchasing local handicrafts. 
Identify the importance of following items in the trip to Portugal. 
 
Figure 5.26: Importance of related items to trip to Portugal 
Information material in Chinese, Chinese-spoken tourist guides and employees 
as well as Chinese written signage are some most important items for Chinese tourists 
during their trip, with average points of 3.84, 3.52 and 3.42. In spite of the relatively 
lower general importance given to availability of Chinese food or food adapted to 
Chinese habits (2.86 points) and the hot water boiler (2.93 points), people over 30 years 
old still significantly prefer them, doubling the points given to them same items by 
respondents under 30 years old. However, the general lower importance indicates that 
the characteristics and preferences of tourists are changing. They stick less to old habits 
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they have when they are at home and are more willing to experience new things. 
5.3.2.5 Chinese tourists who do not want to visit Portugal  
The reason why not interested in visiting Portugal 
 
Figure 5.27: Reasons for no interest in visiting Portugal 
Never seeing any destination promotion, priority of other countries in travel plan, 
lack of interest in Portugal of people around and lack of available touristic information 
are four most highly rated reason for lack of general interest in visiting Portugal. Their 
respective rate is 3.94, 3.69, 3.55 and 3.53. There is one root cause for all of them: lack 
of promotion coverage in China. Firstly, Portugal only began to pay efforts to open up 
Chinese markets in recent years, the popularity has not yet been formed. Secondly, from 
the previous literature review it is evident that most of the promotion endeavor 
concentrates the industry partners, directing to major travel agencies. Hence, the scale 
is very limited and the public awareness for Portugal in China is little. This feature is 
also notable in the previous literature reviewing the tourism cooperation between two 
countries.  
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The total average of importance showed that the lack of direct flight and difficulty 
in visa application are not major obstacles in attracting Chinese tourists, with average 
points of only 2.84 and 2.67. Notwithstanding, they are significantly more important 
for respondents between 31-60 years old to this question. 
5.3.2.6 Information factors on the choice of oversea destinations 
i. Major information source for destination decision 
 
Figure 5.28: Major information source for destination decisions 
Another important objective of this thesis is to probe which information channel 
people rely to decide their future oversea destination. It is demonstrated that the online 
interactive travel communities (most highly rated, with average point of 3.71), 
recommendation of families, relatives and friends (3.63 points), social media (3.55 
points) as well as the OTAs (3.53 points) are the most influential information resources. 
The statistical results basically verify the literature reviewed in previous chapters and 
demonstrate the importance of social media advertisement.   
TV and radio, as the most traditional channel, weighs the least with only 2.84 
points. Traditional travel agencies are losing their persuasiveness among these 
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respondents as this source is only given 3.06 points. Promotional activities organized 
by the tourism board of the destination may be important in terms of expanding their 
reputation, yet they seem not decisive in tourists’ destination selection process as they 
are only rated 3.14 points. 
The age’s influence on preference of information sources is extremely 
noteworthy. McCabe (2009) pointed out that age is one of the most commonly used 
market segmentation since it is easy to categorize the customers with their social nature 
of experience. One representative is the package holiday market. 
The preferences for information sources differentiate a lot among different age 
groups. Here, the information accesses are divided into two categories: on-line and off-
line. The on-line approaches include online interactive travel communities, travel 
columns of major portal websites, online travel agencies and social media. The off-line 
approaches refer to the rest, namely magazine/newspaper/book, information and 
suggestions from traditional travel agencies, recommendation of families, relatives and 
friends, TV/radio and the promotion activities of the destination itself. 
 
Figure 5.29: Importance of interactive travel communities (results filtered by age) 
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Figure 5.30: Importance of online travel agencies (OTAs, results filtered by age) 
 
Figure 5.31: Importance of social media (results filtered by age) 
 
Figure 5.32: Importance of travel columns of major portal websites (results filtered by 
age) 
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communities, social media and the OTAs are three most important channels. However, 
when cross analyzed with age, it is very easy to observe from the above charts that (1) 
although the interactive travel communities and social media rank the highest and 
second highest, and are attributed most importance by respondents aged under 40, the 
potential tourists aged over 40 rely more heavily on online travel agencies and travel 
columns of major portal websites; (2) social media is significantly less decisive for age 
groups above 40 years old, while travel columns of major portal websites are the least 
influential for respondents aged between 18-30 years old. 
In terms of off-line channels, recommendations of families, relatives and friends 
is the only one that can compete with all on-line channels. 
 
Figure 5.33: Importance of magazines/newspaper/books (results filtered by age) 
 
Figure 5.34: Importance of traditional travel agencies (results filtered by age) 
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Figure 5.35: Importance of recommendations of families, relatives and friends (results 
filtered by age) 
 
Figure 5.36: Importance of TV/radio (results filtered by age) 
 
Figure 5.37: Importance of promotional activities of the destination itself (results 
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filtered by age) 
In order to analyze with more precision, the sum of the percentage of 4 points 
(quite important) and 5 points (most important) given by each age group for each 
information source (referred to as importance ratio in the following context) is 
calculated to facilitate the comparison.  
The statistical graphs above revealed following phenomena: firstly, the 
importance ratio given to traditional travel agencies by respondents over 40 years old 
far overweighs that of online travel communities and social media, while it equals 
approximately to that of OTA and travel column of portal websites. This affirms that 
the traditional travel agencies, although largely loose its persuasiveness among people 
under 40 years old, it is still very useful when targeting the older segment. Secondly, 
recommendations from families, relatives and friends not only is the off-line approach 
that ranks among the top 3 in the total average, but also the most important information 
source for respondents in age groups over 30, exceeding all other channels, whether it 
is on-line or off-line. Nevertheless, for younger groups this WOM approach seem to be 
less influential, as the importance ratio is far lower than that of online travel 
communities, social media and even OTAs. 
When talking about TV and radios, although generally speaking it is the least 
important source, however, for elder respondents, particularly that in the group of 51-
60 years old, this is a source that is more important than social media. At last, although 
the importance ratio of direct promotion held by the destination country in age groups 
of over 30 years old is significantly high, it still cannot compare with most of the others. 
The efficiency may be relatively low. 
Hence, it is reasonable to draw the conclusion that on-line information sources 
are more influential to people under 40 years old, whereas those above 40 years old are 
more likely to refer to traditional off-line sources. 
ii. Most attractive information categories on destination decisions 
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Figure 5.38: Most attractive information categories on destination decisions 
Useful information and tips of the destination is absolutely the most significant 
information when tourists make decisions on which destination to travel, with a high 
average points of 4.17. This is followed by the description of tourist attractions, the 
introduction of gastronomies, handicrafts and products featured local characteristics as 
well as experience shared by other travelers. However, the difference among them are 
not huge, as their average points are 3.99, 3.93 and 3.89 respectively. The interactive 
activities held by tourism boards on travel website or their social network may attract 
much attention, yet they are irrelevant to the decision making of destinations. 
Overall, the preference for information types do not vary a lot among different 
age groups. However, it is interesting to see that literature, history and stories of the 
destination plays a more important role in destination decision of respondents of over 
40 years old. 
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Conclusion and suggestions for future    
In conclusion, the results of empirical research answered well the research 
questions and examine the literature review in the meantime.  
Regarding the first research question, which aims at probing the effectiveness of 
social media destination promotion in China and the most attractive types of 
information, the results show certain discrepancies from that of literature review. 
Generally speaking, social media ranks the third, following the recommendation of 
families, relatives and friends and prior to OTAs, which reflects its increasing 
importance in destination marketing. However, in this research, the preference for 
social media is strongly influenced by the respondents’ age group. It is significantly 
more influential among the respondents aged under 40 years old than that above 40 
years old (as those above 40 still prefer traditional travel agencies as their information 
source when make decisions of tourism destinations). Since post-80s and 90s become 
the major force of Chinese outbound tourism (China Tourism News, 2016), destination 
marketing on Chinese social media definitely cannot be disregarded and its position 
should be promoted to the strategic level. This result differs slightly from that in 
previous literature review, possibly due to the sample profile.  
In terms of information that influence Chinese tourists’ travel decisions, useful 
information and tips of the destination is absolutely the most significant information. 
Description of tourist attractions, the experience shared by other travelers as well as the 
introduction of gastronomies, handicrafts and products featured local characteristics are 
of equivalent importance for the respondents. 
With regards to the second question which intends to probe main types of tourist 
attractions that capture Chinese outbound tourists, natural landscape, local gastronomy 
and city view are top rated. This confirms the exisiting literature on Chinese outbound 
tourists’ preference towards overseas tourism attractions and professional insights 
collected by the means of in-depth interviews. It gives a strong indication that Portugal 
should emphasize on these aspects when advertising in China to grab attention from 
(potential) tourists. Meanwhile, quite many questionnaire respondents show their 
interest in being involved in local festivals and events and joining in thematic routes, 
which is not uncovered by literature and interviews. This may be a sign of Chinese 
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outbound tourists’ increasingly diverse interest that worths attention. 
The answer to the third question is that Macau’s role in promoting Portugal as 
tourism destination in China may be quite small. As demonstrated in the statistics 
collected, mainland Chinese tourists’ desire to visit Portugal is not necessarily provoked 
by their trips in Macau, despite that Macau showcases a lot of Portuguese characteristics. 
The public portuguese cultural activities also only last for a short period in particular 
time each year. It seems that although Macau has been assigned important 
responsibilities and indeed actively play its role as a bridge between China and 
Portuguese-speaking countries, at this stage its influence in promoting Portugal to 
mainland outbound tourists is minimal. Mentioning Macau in promotion materials and 
campaigns may shorten the psychological distance, but the return on investment (ROI) 
can hardly meet the expectation. The questionnaire result and professional opinions 
certify each other, as the latter also disapproved this idea due to the lack of directness 
and effectiveness. 
Meanwhile, the perceptions of Portugal collected from respondents who have not 
been to Portugal are noteworthy, since a majority of them is very vague. These people 
basically know nothing about Portugal, or confuse Portugal with Spain. Among those 
“correct” understanding, football, Age of Discoveries and colonial ruling over Macau 
are three key impressions. This reflects to a certain extent that previous promotional 
efforts made by Turismo de Portugal in Chinese market is not enough, in terms of scale 
or effectiveness.  
Based on the analysis of all collected information by far, it is reasonable to draw 
the general conclusion that Chinese outbound tourists are interested in visiting Portugal, 
but this interest will only trigger action when Portugal is attractive enough. The degree 
of attractiveness relies, to a large extent, on the effectiveness of Portugal’s destination 
marketing in China. 
Combined the problems detected in empirical studies and literature review, 
following suggestions are proposed for future promotion and marketing activities. 
First and foremost, Portugal needs to boost its exposure and reputation in Chinese 
market. An important reason that respondents do not want to visit Portugal is the 
concern for safety, yet Portugal ranked the fifth in the ten most peaceful countries in 
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the world (The Week, 2016). Moreover, from the perceptions of Portugal revealed by 
questionnaires, it is very obvious that Chinese tourists, in general, still know little about 
Portugal. A possible shortcut is to implement joint marketing with Spain. Spain has 
already gained certain popularity in China, just as shown in the empirical results. 
Available group tours to Portugal in the market are always bound with Spain, which 
occupies a great majority of the itinerary. Queirós (2013) and Dr. Virgínia Trigo 
interviewed during the empirical research phase show their support to the idea. Norway, 
Denmark and Sweden are successful predecessors by jointly establishing Scandinavian 
Tourist Board. Promoting together with Spain can save the budget, while achieve wider 
coverage and visibility. Questionnaire result also demonstrated that Chinese tourists are 
not likely to visit only Portugal, but to take the opportunity to at least visit Spain 
together. Nevertheless, it is of extreme significance that during the process Portugal 
endeavor to differentiate itself clearly from Spain, as the empirical research already 
demonstrated that Chinese tourists are prone to perceive objects originated from 
Portugal Spanish. 
While expanding its destination reputation, Portugal should not ignore the 
influence of celebrity endorsement. The successful predecessors are stated in Chapter 
one. Cristiano Ronaldo’s Sina Weibo, whose posts could gain thousands of reposts and 
comments within days, should not be excluded if possible. In 2014, Turismo de 
Portugal paid CR7 for the image right used in promotion campaigns facing Chinese 
industry partners. This should be further expanded online.  
Another key point is an impressive slogan. It is a widely-adopted tactic by many 
tourist boards (e.g., Australia: “There’s nothing like Australia”; Korea “Imagine your 
Korea”; Japan: “Yokoso! Japan”; New Zealand: “100% pure New Zealand”, etc.). 
Portugal should highlight its unique and advantageous characteristics such as the 
tourism diversity from north to south, its unique geographic locations and rich 
gastronomies.  
Additional marketing support can also be drawn from the existing works in China. 
CCTV produced a series of documentary named The Rise of Great Powers, of which 
Portugal is presented in the first episode. The famous writer Sanmao has an article 
elaborating her travel experiences in Madeira. Though might not be very significant, 
they can play a role in draw closer the emotional distance from Chinese tourists. 
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Secondly, Portugal should manage well its online marketing channels. 
Cooperation off-line with tradition Chinese travel agencies is far from enough. Given 
the key role of social media in destination marketing, Turismo de Portugal should 
establish a clear set of social media promotion strategies to guide all Sina Weibo 
publications and WeChat article feeds. Meanwhile, as revealed by the empirical 
research, the Online Travel Agency (OTA) is another convincing information source. 
Hence, cooperation with renowned Chinese OTAs is also a key item of Portugal’s 
marketing agenda. Besides reinforce the online marketing channel, Turismo de 
Portugal should take the initiative to select different content to distribute in different 
media according to the features of tourism products and target segment intended, so as 
to raise the ROI. By reviewing all efforts Turismo de Portugal did in Chinese market, 
it is not difficult to discover that a majority of them concentrate on industrial partners 
and traditional travel agencies. However, the statistics revealed by questionnaire show 
the trend that increasing more tourists do not rely, or do not totally rely on services 
provided by traditional travel agencies. It is an important hint for choice of marketing 
partners and plan of strategies. 
Thirdly, Turismo de Portugal should integrate different tourism attractions, and 
develop adequate tourism routes and projects for Chinese tourists. Well planned 
tourism attractions are fundamental to attract and retain them. Besides catering the 
general preference for natural landscape, local gastronomy and city view, specific 
tourism products targeting these prioritized segmentations should also be designed and 
promoted. This requires further and more detailed marketing analysis so as to identify 
the key development targets. It is suggested that Portugal does more bench marking 
with its successful competitors, as Portugal has been quite weak in “packaging” and 
promoting itself. 
Last but not least, Portugal should prepare itself for receiving more and more 
Chinese tourists. Employing professional Chinese spoken tourist guides may be 
difficult, but information materials and signage in Chinese as well as Chinese audio 
guide should be well provided in tourism information centers and major cities and 
attractions. Hotels can prepare and notify Chinese guests that hot water boiler and other 
amenities are provided upon requests. Chinese newspaper in Portugal (such as Puhua 
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Bao, Quanri Bao18) can be provided, as these newspapers reporting local news and 
Sino-Portuguese news in Chinese, which may provoke further interest of tourists. By 
creating a friendly and familiar environment for travelling, Portugal can increase the 
length-of-stay and capture more repetitive tourists.  
Despite relatively rich information uncovered by a set of methods, limitations still 
exist in the research. The biggest lies in sampling, where the sample size and 
comprehensiveness of respondents’ profile are not enough. It is difficult to investigate 
those most rich and profitable outbound tourists and to know their preferences and 
opinions. The research bias increased possibly as well. The second limitation is that 
this research, due to the thesis scale, is not able to outline several specific market 
segments that might worth concentrated efforts. Future research can begin with this 
focus, as it almost serves as foundation of the whole marketing process. 
In comparison with other European forerunners, Portugal has just begun its 
journey in conquering Chinese outbound tourists. This thesis serves as a preliminary 
study, figuring out current efforts and problems to a very limited extent. In real 
marketing execution, there is still much hard work to be done. With right direction and 
appropriate marketing strategies, the already approved direct flight Hangzhou-Beijing-
Lisbon which is to be launched at the end of 2016 will contribute to a promising future 
of Portuguese tourism in China.  
  
                                                 
18 葡华报，全日报 
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Appendix 1 – Questionnaire (English version)  
Questionnaire – The Promotion of Portugal as Tourist Destination in China 
(English version) 
 
Dear respondents:  
 
I am a current student of Master in Tourism of Faculty of Arts, University of Porto, 
Portugal elaborating my master thesis, whose theme is The Promotion of Portugal as 
Tourist Destination in China. This questionnaire is one of the key components of my 
thesis, aiming at understanding your request and preference for outbound trips, 
especially your interest and opinions regarding Portugal 
 
The questionnaire takes about 3 minutes. All responses collected are anonymous and 
only for thesis writing. Since the questionnaire is divided into different pages 
according to types of questions, and after submitting one page it would be impossible 
to return and correct the previous answer, please read carefully each part and answer 
with patience. 
 
Your opinion is very precious for my graduation thesis. Your support and help are 
highly appreciated! 
 
Should you have any doubts, please do not hesitate to contact 
maureenmjj@gmail.com. 
 
PAGE 1-3: General Information of Outbound Trips of Respondents 
 
1. Have you already been to Europe?  
□ Yes (Please answer questions from Q. 3)   □ No (Please only answer Q. 2 in 
page 1-3) 
 
2. If you are to travel to Europe for the first time, which way would you choose? 
□ existed tour package products provided by travel agencies   
□ flexible packages (only contains hotel and round trip air tickets) provided by 
travel agencies 
□ individual tour planned by yourself 
 
3. How many times have you been there?  
□ once   □ twice   □3 times or more 
 
4. Which are the countries that you have visited? 
□ France   □ Germany   □ UK   □ Switzerland   □ Sweden   □Holland   
□ Belgium   □ Denmark   □ Norway   □ Finland   □ Iceland   □ Ireland  
□ Luxemburg   □ Spain   □ Italy   □Greece   □Austria   □ Czech Republic   
□ Poland   □ Hungary   □ others (please specify: _______________) 
 
5. How many nights do you spend in one country on average?  
□ 1-3 night   □ 4-6 nights   □ 7-9 nights   □ 10 nights or more 
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6. How many countries do you visit per trip?  
□ 1 country   □ 2-3 countries   □ 4 countries or more 
 
7. Generally speaking, with whom do you travel? 
□alone   □family and relatives   □colleagues, classmates and friends   
□boyfriend/girlfriend   □others (please specify) 
 
8. Please choose the form of your previous trip to Europe: 
□ existed tour package products provided by travel agencies   
□ individual tour planned by yourself 
□ flexible packages (only contains hotel and round trip air tickets) provided by 
travel agencies 
 
PAGE 4: Macau and Portugal 
 
9. Have you been to Macau? 
□ Yes (please answer question from Q.10)   □ No (please answer question from 
Q. 11) 
 
10. Does the experience in Macau arouse you interest of visiting Portugal?  
□Yes (please specify what items you have experienced in Macau arouse this interest: 
_______________________________) 
□ No 
 
11. Have you visited Portugal? 
 □Yes (please answer question from Q.12)   □No (Please answer questions from Q.15) 
 
PAGE 5: If You Have Visited Portugal 
 
12. The primary reasons you chose to visited Portugal is (no more than 3): 
   □ The exotic cultural relics and monuments which are different from the other 
european countries 
   □ The special geographic location and natural landscapes  
   □ The local handicrafts, gastronomy and wine 
   □ Special preference to thematic routes (e.g. football, wine, ...) 
   □ Outdoor sports (e.g., golfing, surfing, hiking…) 
   □ Good climate 
   □ Total relaxation with sun and beach or in a resort 
   □ Business reasons (e.g., company´s business trip, personal investiment in real 
estate or companies, etc.) 
   □ Safety of travelling in the country 
 
13. How many nights did you stay in Portugal? 
   □ 1-3 night   □ 4-6 nights   □ 7-9 nights   □ 10 nights or more 
 
14. Please describe 3 impressions that you have on Portugal, or special characterisitics 
of the country that you know (for tourists already visited Portugal). 
 
PAGE 6-7: If You Have Not Visited Portugal 
15. Please describe 3 impressions that you have on Portugal, or special characterisitics 
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of the country that you know (for respondents who have not been to Portugal). 
 
16. Do you want to visit Portugal?  
□ Yes (Please answer questions from Q.18)   □ No (Please only answer Q.17, and 
go directly to Page 9) 
 
17. If you do not want to visit Portugal, why? Please specify the degree of influence. 
(1:least influence; 5: most influence) 
a. No existed tour package products                        1 2 3 4 5 
b. No direct flight and inconvenient transportation             1 2 3 4 5  
c. The price is not reasonable                             1 2 3 4 5  
d. The difficulty of visa application                        1 2 3 4 5 
e. Lack of available touristic information                   1 2 3 4 5  
f. People around me are not interested in Portugal             1 2 3 4 5 
g. I never see any destination promotion                    1 2 3 4 5 
h. I plan to visit other European countries before visiting Portugal 1 2 3 4 5  
i. It does not seem safe to me                             1 2 3 4 5  
 
PAGE 8: If You Are Going to Visit Portugal 
18. If you are to travel in Portugal for the first time, which way would you choose? 
□ existed tour package products provided by travel agencies   
□ flexible packages (only contains hotel and round trip air tickets) provided by 
travel agencies 
□ individual tour planned by yourself 
 
19. If you are to visit Portugal, 
□ I will only visit Portugal in a deeper way  
□ I will visit Portugal together with Spain 
□ I will visit Portugal, Spain and other European countries 
 
20. How many nights do you intend to stay in Portugal? 
□ 1-3 night   □ 4-6 nights   □ 7-9 nights   □ 10 nights or more 
 
21. What do you want to do when visiting Portugal? Please specify the degree of 
importance. (1: least important; 5: most important) 
a. Visits to museums, monuments and other cultural relics  1 2 3 4 5    
b. Sightseeing of Natural landscape                    1 2 3 4 5 
c. Sightseeing of the city view                        1 2 3 4 5    
d. Tasting of local gastronomy and wine                1 2 3 4 5  
e. Participation in thematic routes (e.g. football, wine, ...)  1 2 3 4 5  
f. Participation in local caracteristic events and festivals   1 2 3 4 5 
g. Shopping of local handicraft and products             1 2 3 4 5 
h. Shopping of international brands and luxurious goods    1 2 3 4 5 
i. Total relaxation with sun and beach or in a resort        1 2 3 4 5 
j. Conduct of outdoor sports (e.g., golfing, surfing, hiking…)1 2 3 4 5 
 
22. How important are them in your trip to Portugal? Please specify the degree of 
importance. (1: least important; 5: most important) 
a. Informative material in Chinese                      1 2 3 4 5  
b. Chinese-spoken tourist guides and employees           1 2 3 4 5 
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c. Chinese-written signages                            1 2 3 4 5 
d. Chinese food or food adapted to Chinese food habits      1 2 3 4 5 
e. Full set of amenities including sleepers like thoses provided in any Chinese 
hotels                                           1 2 3 4 5 
f. Chinese TV channels and newspapers                 1 2 3 4 5  
g. Hot water boiler and teabags                        1 2 3 4 5 
 
PAGE 9: The Choice of Oversea Destinations 
23. What are the information source when deciding the choice of oversea tourist 
destination ? Please specify the degree of influence. (1:least influence; 5: most 
influence) 
a. Online interactive travel communities (e.g. Qyer, Mafengwo)    1 2 3 4 5 
b. Magazine/Newspaper/book                               1 2 3 4 5 
c. The travel column of major portal website (e.g., Tencent travel, Sohu travel...)                               
1 2 3 4 5 
d. The online travel agencies (e.g., Ctrip, Qunar,...)              1 2 3 4 5 
e. Social media (e.g., weibo, wechat, blog)                     1 2 3 4 5 
f. Recommendation of families, relatives and friends             1 2 3 4 5 
g. TV/ Radio                                             1 2 3 4 5 
h. Information and suggestions from traditional travel agencies     1 2 3 4 5 
i. Promotional activities of the destination itself                 1 2 3 4 5 
 
24. What kind of information is more attractive to you when deciding your oversea trip 
destination? Please specify the degree of influence. (1:least influence; 5: most 
influence) 
a. Useful information and tips of traveling in destination (e.g., visa, 
transportation, trip planning, etc.)                            1 2 3 4 5 
b. Description, including photos and videos of tourist attractions      1 2 3 4 5 
c. Introduction of gastronomies, handicrafts and other products with local 
caracteristics                                             1 2 3 4 5 
d. Experience sharing of other travellers                         1 2 3 4 5 
e. Patronized experience sharing of celebrities and opinion leaders    1 2 3 4 5 
f. Literatures, history and stories of the destination                 1 2 3 4 5 
g. Interactive activities (e.g., lucky-draw, participative Q&A session,...)  12 3 4 5 
 
PAGE 10:Basic Information of Questionnaire Respondents 
25. Your gender: □ Male   □ Female 
 
26. Your age: □Under 18   □ 18-25   □26-30   □31-40   □41-50   □51-60   
□older than 60 
 
27. Your highest education level: 
□ High-school   □ Undergraduate   □ Master   □ PhD 
 
28. Your occupation field 
□ Student   □ For profit   □ Non-profit (religious, arts, social assistance, etc.) 
□ Government   □ Health Care   □ Education   □ Other 
 
29. Your marital status: □ single   □ married   □ divorced   □other situation 
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30. Your average monthly income (1 EUR= 7 RMB): 
□ None   □ <=5000 RMB   □ 5001-8000 RMB   □ 8001-11000 RMB 
□ 11001-13000 RMB   □ 13001-16000 RMB   □ 16001-19000 RMB 
□ 19001-22000 RMB   □ 22001-25000 RMB   □ above 25000 RMB 
 
31. Besides legal public holidays, normally how many consecutive days do you have 
to implement long-haul trips every year? 
□1-7 days   □8-14 days   □15-21 days   □above 22 days 
(END) 
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Appendix 2 – Questionnaire (Chinese version)  
 
在中国推广葡萄牙旅游 
尊敬的受访者您好， 
 
本人系葡萄牙波尔图大学文学院旅游专业研究生二年级在读学生，正在进行 
 "在中国推广葡萄牙旅游(The Promotion  of Portugal as Tourist Destination 
in China)" 的硕士毕业论文撰写。此问卷是论文的重要组成部分，旨在了解您对出
境游的要求及偏好，特别是对葡萄牙的兴趣及看法。 
 
此问卷大概需要三分钟时间。所有的问卷皆是匿名调查，答案仅用于论文撰写，严格
保密。由于问卷按内容分页，且在提交完后无法返回上一页修改答案，烦请仔细阅读
每一部分并耐心填写。您的意见对我的毕业论文起到非常关键的作用，在此对您的支
持和帮助深表感谢！ 
 
如果您有任何疑问，欢迎联系 maureenmjj@gmail.com 
 
1. 请问您是否去过欧洲游玩？ 
   ○ 是  (请跳至第 3 题) 
   ○ 否  (请跳至第 2 题) 
2. 如果您第一次前往欧洲旅游，会采取下列哪种形式？ 
   ○ 团队游（旅行社现有线路及服务） 
   ○ 自由行套票（旅行社预订往返机票加酒店，及/或部分交通） 
   ○ 个人自助游 
*填写完该题，请跳至第 9 题。 
 
3. 请问您去过几次？ 
   ○ 1次 
   ○ 2次 
   ○ 3次及以上 
4. 请问您去过哪些欧洲国家？ 
□ 法国 □ 德国 □ 英国 □ 瑞士 □ 瑞典 
□ 荷兰 □ 比利时 □ 丹麦 □ 挪威 □ 芬兰 
□ 冰岛 □ 爱尔兰 □ 卢森堡 □ 西班牙 □ 意大利 
□ 希腊 □ 奥地利 □ 捷克 □ 波兰 □ 匈牙利 
□ 其他（请注明
） __________ * 
    
 
5. 您平均在每个国家停留多久？ 
   ○ 1-3晚 
   ○ 4-6晚 
   ○ 7-9晚 
   ○ 10 晚及以上 
6. 您每趟旅行平均去几个国家？ 
   ○ 1个 
   ○ 2-3个 
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   ○ 4个及以上 
7. 您一般与何人一起旅行？ 
○ 自己 ○ 家人、亲戚 ○ 同事、同学、朋友 ○ 男女朋友 
○ 其他（请注
明） ______ * 
   
 
 
8. 请选择您上一次前往欧洲旅游采取的方式 
   ○ 团队游 
   ○ 个人自助游 
   ○ 自由行套票（旅行社预订往返机票加酒店，及/或部分交通） 
 
  澳门及葡萄牙 
9. 您是否去过澳门？  
   ○ 是  (请跳至第 10题) 
   ○ 否  (请跳至第 11题) 
10. 在澳门的经历是否引起了您对葡萄牙旅游的兴趣？  
   ○ 是（请指出具体的经历或事物） _________________ * 
   ○ 否 
11. 您是否已经去过葡萄牙旅游？ 
   ○ 是  (请跳至第 12题) 
   ○ 否  (请跳至第 15题) 
 
  若您曾在葡萄牙游玩: 
12. 您选择去葡萄牙旅游的首要原因?  
   □ 与其他欧洲国家不同的历史、文化及相关遗产、景点 
   □ 特殊的地理位置与自然风光 
   □ 当地手工艺品，美食，美酒 
   □ 商务原因（如因公出差，个人投资考察等等） 
   □ 对当地主题旅游的特殊偏好 (例如足球，葡萄酒等等） 
   □ 进行户外活动（如高尔夫，冲浪，徒步等等） 
   □ 宜人的气候 
   □ 在海滩或度假村内尽情放松 
   □ 安全度高 
   □ 与澳门的历史联系 
13. 您在葡萄牙停留了多久? 
   ○ 1-3晚 
   ○ 4-6晚 
   ○ 7-9晚 
   ○ 10 晚及以上 
14. 请描述您对葡萄牙的三个印象，或是您知道的葡萄牙特产、特色  
   1. ________________________ 
   2. ________________________ 
   3. ________________________ 
*填写完该题，请跳至第 21 题。 
 
15. 请描述您对葡萄牙的三个印象，或是您知道的葡萄牙特产、特色 
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   1. ________________________ 
   2. ________________________ 
   3. ________________________ 
 
 
16. 您有兴趣去葡萄牙旅游吗？  
   ○ 有  (请跳至第 18题) 
   ○ 没有  (请跳至第 17 题) 
17. 如果您不想去葡萄牙旅游，为什么？请对以下影响因素重要性进行评判 
请根据您的实际情况选择最符合的项：1 非常不重要--> 5非常重要 
 
 1 2 3 4 5 
1. 没有现成的旅行团 ○ ○ ○ ○ ○ 
2. 没有中葡直航班机，交通不便 ○ ○ ○ ○ ○ 
3. 价格不合理 ○ ○ ○ ○ ○ 
4. 签证申请困难（信息缺失，申请地点缺少等等） ○ ○ ○ ○ ○ 
5. 缺少旅游的相关信息、资料 ○ ○ ○ ○ ○ 
6. 我和周围的人都对葡萄牙这个国家不感兴趣 ○ ○ ○ ○ ○ 
7. 从未见过任何葡萄牙的宣传活动和材料 ○ ○ ○ ○ ○ 
8. 我想先游览其他欧洲国家，最后再考虑葡萄牙 ○ ○ ○ ○ ○ 
9. 葡萄牙让我感觉不安全 ○ ○ ○ ○ ○ 
*填写完该题，请跳至第 23 题。 
 
  赴葡萄牙旅游 
18. 如果您将第一次前往葡萄牙旅游，您会选择下列哪种方式？  
   ○ 团队游（旅行社现有线路及服务） 
   ○ 自由行套票（旅行社预订往返机票加酒店，及/或部分交通） 
   ○ 个人自助游 
19. 如果您即将前往葡萄牙旅游，您会：  
   ○ 进行一次葡萄牙深度游 
   ○ 游览葡萄牙之余同时前往西班牙旅游 
   ○ 同时游览葡萄牙、西班牙及其他欧洲国家 
20. 如果您前往葡萄牙旅游，打算停留多久？  
   ○ 1-3晚 
   ○ 4-6晚 
   ○ 7-9晚 
   ○ 10 晚及以上 
 
21. 您前往葡萄牙游玩，最想做什么？ 
请根据您的实际情况选择最符合的项：1 非常不重要--> 5非常重要 
 1 2 3 4 5 
1. 参观博物馆，纪念碑及其他文化遗产 ○ ○ ○ ○ ○ 
2. 游览自然风光 ○ ○ ○ ○ ○ 
3. 参观城市风貌 ○ ○ ○ ○ ○ 
4. 品尝当地美食美酒 ○ ○ ○ ○ ○ 
5. 参加主题旅行路线（例如历史沿革，足球，葡萄酒 ○ ○ ○ ○ ○ 
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等等） 
6. 参与当地特色的节庆、盛事 ○ ○ ○ ○ ○ 
7. 购买当地特色产品及手工艺品 ○ ○ ○ ○ ○ 
8. 购买免税大牌奢侈品、化妆品或烟酒 ○ ○ ○ ○ ○ 
9. 在海滩或度假村内尽情放松 ○ ○ ○ ○ ○ 
10. 进行户外活动 (例如高尔夫，冲浪，远足等等 ○ ○ ○ ○ ○ 
 
 
22. 下列因素，对您在葡萄牙的旅游有多重要？ 
请根据您的实际情况选择最符合的项：1 非常不重要--> 5非常重要 
 
 1 2 3 4 5 
1. 中文旅游信息及相关材料 ○ ○ ○ ○ ○ 
2. 会说中文的导游及工作人员 ○ ○ ○ ○ ○ 
3. 中文标示牌 ○ ○ ○ ○ ○ 
4. 中餐 或 适应中国人饮食习惯的食品 ○ ○ ○ ○ ○ 
5. 酒店提供洗漱用品及拖鞋 ○ ○ ○ ○ ○ 
6. 中文电视及报纸 ○ ○ ○ ○ ○ 
7. 热水壶及茶包 ○ ○ ○ ○ ○ 
 
  海外旅游目的地的选择 
23. 当您考虑和选择海外旅游目的地时，一般会从哪些渠道获取信息？ 
请根据您的实际情况选择最符合的项：1 非常不重要的渠道--> 5非常重要的渠道  
 1 2 3 4 5 
1. 线上互动旅游类社区（例如穷游网，马蜂窝等等） ○ ○ ○ ○ ○ 
2. 杂志/报纸/书籍 ○ ○ ○ ○ ○ 
3. 门户网站（例如搜狐，腾讯，新浪）的旅游版面 ○ ○ ○ ○ ○ 
4. 线上旅行社（Online Travel Agency, 例如携程，
去哪儿） 
○ ○ ○ ○ ○ 
5. 实体旅行社的旅游资料和建议 ○ ○ ○ ○ ○ 
6. 社交网络 （微博，微信，博客等等） ○ ○ ○ ○ ○ 
7. 家人、亲戚朋友的推荐 ○ ○ ○ ○ ○ 
8. 电视/广播 ○ ○ ○ ○ ○ 
9. 目的地自身的直接促销及推广活动 ○ ○ ○ ○ ○ 
 
 
24. 当您考虑和选择海外旅游目的地时，信息来源提供的下列哪些信息类型对您更有
吸引力？ 
请根据您的实际情况选择最符合的项：1 非常不重要的类型--> 5非常重要的类型  
 1 2 3 4 5 
1. 有用的目的地相关信息（例如签证申请，目的地交
通住宿，行程计划等等） 
○ ○ ○ ○ ○ 
2. 旅游景点的文字、图片、视频介绍 ○ ○ ○ ○ ○ 
3. 对当地美食、手工艺品及其他特色产品的介绍 ○ ○ ○ ○ ○ 
4. 其他游客的经历分享 ○ ○ ○ ○ ○ 
5. 名人，网络红人或其他意见领袖的游记和经历分享
（由该目的地赞助） 
○ ○ ○ ○ ○ 
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6. 和该目的地有关的文学作品，历史及故事 ○ ○ ○ ○ ○ 
7. 互动活动 （例如抽奖，在线问答等等） ○ ○ ○ ○ ○ 
 
 
 个人信息 
25. 您的性别：  
○ 男      ○ 女 
26. 您的年龄段：  
○ 18 岁以下 ○ 18~25 ○ 26~30 ○ 31~40 ○ 41~50 
○ 51~6
0 
○ 60 以上  
 
27. 您的最高教育程度  
○ 中专或高中 ○ 大专或本科 ○ 硕士 ○ 博士  
 
28. 您的职业领域  
○ 全日制学生 ○ 盈利性组织、机构 
○ 非盈利性组织、机构（宗教、艺 术、社会
援助等等） 
○ 政府公务员 
○ 医务人员 ○ 教育工作者 
○ 其他 （请注明） __________ *  
 
29. 您的婚姻状况  
○ 未婚 ○ 已婚 ○ 离异 ○ 其他  
 
30. 您的收入状况 
○ 没有个人收入 ○ ≤5,000 RMB 
○ 5,001-8,000 
RMB 
○ 8,001-11,000 RMB  
○ 11,001-13,000 
RMB 
○ 13,001-16,000 
RMB 
○ 16,001-
19,000 RMB 
○ 19001 RMB 或以上  
 
31. 每年除去国家法定节假日，您一般有多少连续休假的时间可用于长途游玩？  
○ 1-7天 ○ 8-14天 ○ 15-21 天 ○ 22天及以上  
     
 
  (问卷到此为止，感谢您的合作！) 
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Appendix 3 – Interview transcripts 
(Letter “J” refers to the author of thesis) 
Entrevistada 1: Dra. Virgínia Trigo (associated professor and director of China 
Programs of ISCTE-IUL) (VT)   
Data:12 de novembro, 2015 
J: Dra. Virgínia Trigo, muito obrigada mais uma vez antes de começar. Eu vou iniciar 
com uma questão mais geral: o que é que acha sobre a situação atual do turismo de 
Portugal no mercado chinês nesta altura? 
VT: Acho que está a viver um bom momento. Os chineses estão a descobrir Portugal, 
estão a incluir Portugal nos circuitos europeus que fazem. E é natural que com a boca 
a boca e com as boas referências que eles possam levar daqui, que esse turismo venha 
a aumentar no futuro. Portanto, acho que está a viver um bom momento. 
J: Mas, tanto quanto eu saiba, Portugal neste momento só tem uma pequena fatia do 
bolo. A maioria dos turistas chineses só incluem Portugal, sobretudo Lisboa no circuito 
do turismo deles quando eles vierem a viajar, por exemplo, para a França ou para a 
Espanha.  
VT: Sim neste momento ainda é uma pequena fatia mas eu penso que esta fatia está a 
aumentar, é uma questão de tempo. É evidente que pelo facto de esta fatia ainda ser 
pequena e do potencial ser muito grande, pode ser muito aumentado. Ainda há lugar 
para aumentar. Portanto, temos de continuar a criar condições para que os chineses 
escolham Portugal também como destino e passem cá mais tempo do que aquele em 
média que passam aqui.  
J: E, a seguir, em comparação com os outros destinos mais populares, mais clássicos 
para os turistas chineses, como por exemplo, a Espanha e a França, o que é que acha 
dos produtos turísticos que Portugal pode fornecer aos turistas chineses para os captar 
ou para diferenciar Portugal dos outros países?  
VT: Eu penso que há várias coisas que Portugal tem de bom. E até melhor do que outros 
países. Por exemplo, tem produtos alimentares mais parecidos com os chineses e de 
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melhor qualidade relativamente aos outros países. Por outro lado, também tem mais 
segurança e a segurança é uma coisa muito importante. Se for ver as estatísticas do 
índice de segurança se comparar com outros países, vai verificar que Portugal está 
muito bem classificado. Depois, Portugal também tem o atrativo histórico que pode ser 
potenciado como tinha sido o país no primeiro que iniciou a globalização, os 
Descobrimentos, a sair do seu sítio a ir a conhecer outros países e outras culturas. Penso 
que também é algo que pode ser interessante de potenciado de criar produtos turísticos 
relacionados com esta ideia, com este conceito. Tem alguns monumentos que podem 
ser encaixados dentro deste conceito que tem a ver com ele, como por exemplo a Torre 
de Belém, o Mosteiro de Jerónimos, o Monumento dos Descobrimentos que podem ser 
apelativos. Por outro lado, é o país que fica mais ocidental da Europa, também pode ser 
quem tenha interesse em vir se tiver, pode vir visitar nessa perspetiva a conhecer esse 
país. Também o seu clima, que é um clima mais agradável do que propriamente a 
Espanha. A Espanha é muito quente no verão e muito fria no inverno. Portanto, tem 
grandes amplitudes térmicas. Portugal é um país mais ameno. Outra questão que 
Portugal pode ter de atraente é que é um país que é um país muito diversificado. Quer 
dizer, que é um país pequeno mas que pode ter uma série, muita coisa... pode ter a 
oferecer ao mercado chinês. Depois também há coisas que estão a ficar conhecidas na 
China, como por exemplo o pastel de nata, não é? É um ícone na China. Penso que para 
determinados públicos, agora tem que fazer uma “massificação” digamos do mercado. 
Esta é para o público em geral, para os turistas em geral. Mas se for os determinados 
nichos de mercado, por exemplo, para as pessoas que jogam golfe. Portugal tem 
excelentes campos de golfe. O norte da Europa vem aqui jogar golfe. Portanto, este 
também deve ser promovido porque tem os melhores de campos do golfo na Europa. E 
também há muitos chineses que gostam de jogar golfo. Por outro lado, também para 
um determinado de nicho de mercado, também os desportos náuticos. Por exemplo, o 
surfe. Tem das melhores ondas não é, das ondas mais famosas que os campeonatos de 
surfe mundial se fazem aqui. Portanto não são os desportos por enquanto atraem muitos 
chineses, mas com o tempo os chineses também andam a vir, a vir por esses desportos 
porque há uma evolução e uma aproximação das tendências. Portanto, eu penso que 
aqui há várias coisas que os turistas chineses podem aproveitar em Portugal. E nós não 
queremos, não é não queremos é não podemos ter muitos turistas chineses porque nós 
somos um país muito pequeno e se vem um milhão, para a China não é nada mas para 
nós é muitíssimo. Ficamos completamente (sobrecarregado). Portanto, penso que há 
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uma grande potencial de crescimento, precisamos de fazer todos, uma abordagem a 
pensar no mercado chinês, podemos retificar segmentar esse mercado e dirigir o 
turismo, nichos específicos. Portugal tem coisas para oferecer dentro nisso e penso o 
potencial do crescimento é grande.  
J: Então a sua opinião é que além das publicidades para o público em geral, é também 
muito importante a desenvolver o mercado do nicho? 
VT: Exatamente. Aqueles que podem gastar mais e procuram coisas especiais. Com a 
vantagem de que aqui em Portugal tudo é mais barato. Outra coisa que pode ser 
potencial, aliás nós estamos a fazer isto no ISCTE, é os estudantes chineses. Portanto, 
nós estamos a ter cada vez mais estudantes chineses. Quando vêm os estudantes 
chineses, vêm a família, vêm amigos, vêm a visitá-los durante esta altura, e também 
existe movimento grande à volta disso.  
J: Então, também é possível desenvolver o roteiro educativo? 
VT: Exatamente. Para promover a educação superior de Portugal porque é uma 
educação tão boa como o resto da europa e reconhecida e tem custos muito mais 
reduzidas que outros países.  
J: E o que é que acha sobre o turismo residencial? Que eu também vi algumas propostas 
baseadas na Golden Visa. 
VT: Sim. Esse também dirigido como o mercado nicho. Eu sou a favor porque não só 
Portugal que faz isso, todos os países fazem-no. Portanto, este é uma forma de atrair 
pessoas para virem a viver para Portugal, ou eles ou outro e trazerem também outras 
pessoas através deles. Eu acho que é muito bom e por outro lado, também existe uma 
grande oferta de casas em Portugal que provavelmente o mercado português não tem a 
capacidade para absorver e a ver os estrangeiros comprarem é muito bom. Isso também 
traz vantagens para os chineses e outras nacionalidades que podem ter um visto a longo 
prazo e ter esta facilidade de viajar. 
J: A próxima questão: porque você já tem vivido na China e em Macau por muito tempo 
e dado que Macau tem o elo histórico com Portugal, o que é que acha sobre o papel que 
Macau pode assumir nesta promoção turística? Porque eu estou sempre a prestar 
127 
 
atenção às notícias relacionadas e, na minha impressão, parece que Portugal ignora a 
importância de Macau como uma plataforma entre Portugal e a China continental. 
VT: A minha opinião é um bocadinho diferente. Quer dizer, eu acho que o problema 
não é de Portugal. Portugal, digamos isso, tem muitas culpas em muitas coisas mas não 
tem nisso. Eu acho que o problema é de Macau. (Porquê?) Porque Macau, como sabe, 
até existe uma entidade especificamente dirigida para promover as relações entre a 
China e o mundo lusofono, Macau não está a desempenhar bem esse papel. Por exemplo, 
a Universidade de Macau não tem, nem quer der relacionamentos com as universidades 
portuguesas, prefere relacionar-se com as universidades americanas. E, logo em nível 
da educação tem logo uma barreira. O próprio IFT também não tem relações com as 
universidades portuguesas. A única instituição em Macau que tem relacionamento com 
as universidades portuguesas é o Instituto Politécnico de Macau Quer dizer, o que 
diferencia Macau de Hong Kong e de outras regiões é exatamente Macau ter uma 
ligação centenária aos países do mundo lusófono e a China deu esse papel, deu esse 
desígnio a Macau, dizendo que Macau devia desenvolver isso. É Macau que deve ser 
proactivo a desenvolver esse relacionamento. Criou até o Fórum, o Fórum para a 
Cooperação Económica e Comercial entre a China e os Países de Língua Portuguesa, 
mas os resultados que existem são praticamente nos... Quer dizer, Portugal para se 
relacionar com a China, pode ir diretamente à China, não precisa-se de Macau. E 
Portugal não pode impor Macau o papel, é Macau que tem que dizer o que é que quer 
ser, o que é que quer fazer, E depois Portugal corresponde ou não. Mas o que é que 
Macau quer? Quais são os objetivos de Macau? Nós tentamos ir falar com a 
Universidade de Macau, (o ISCTE?) sim e não só o ISCTE as outras universidades, o 
ISEG, e a Universidade de Macau disse que não, só quer relacionamentos com as 
universidades americanas. Há alunos e professores da universidade que escrevem os 
artigos e papers e a universidade diz que não podem publicar nas revistas portuguesas 
nem podem ir a conferências em Portugal. Só damos apoios para ir... Ora, isto não está 
em consonância com os desígnios de Macau. Tá ver? Quer dizer, Macau é que tem que 
dizer o que é que ser. (Quer dizer, é Macau que está a ignorar esta vantagem que ele 
tem?) Exatamente. Essa diferenciação, não é? Macau é um território muito pequeno, 
como a Hong Kong. Macau só existe na medida em que a China permite que ele existe, 
e Macau faz aquilo que a China lhe permite fazer. Agora, isto é uma coisa que a China 
quer Macau faça, e Macau não faz. Portanto, isto tem de ser feito em toda a banda larga. 
128 
 
Quer dizer, tem que ser feito a nível de educação, a nível dos protocolos de saúde, a 
nível da montra dos produtos portugueses em Macau. Mas isto não acontece, e existem 
grandes resistências. Eu acho que Macau é um sítio fantástico. Adoro Macau, foi onde 
eu passei os anos mais produtivos da minha vida, não é? Tenho muitos amigos em 
Macau, mas sinceramente não vejo que tipo de ação é que Macau possa fazer, ou o que 
é que Macau quer fazer neste sentido. (Não tem um sentido muito claro). Claro. Porque 
Portugal é que a parte externa. Portugal já não administra Macau. Não pode dizer a 
Macau a fazer isto, não pode, não tem meios a fazer isto. Tem que ser Macau a dizer: 
olhe, o nosso plano é este, vocês querem encaixar nisto ou não? (Mas esta iniciativa é 
de Macau.) Exato, é de Macau. (Portugal neste sentido não pode fazer muito.) Não pode 
fazer nada. Portugal não tem nenhuma influência sobre Macau já. Quer dizer, tem uma 
relação histórica, tem uma relação de amizade, tem uma relação que não é fácil de 
quebrar. Mas é uma relação afetiva, histórica; a administrativa já não tem. Mas penso 
que se houver uma clara intenção, ou um claro caminho de Macau no sentido de se 
fazer ele uma plataforma. Porque nesta altura não vejo que Macau seja uma plataforma. 
Até agora, tem sido nos campos, nomeadamente no campo da educação, não tem sido 
uma plataforma, pelo contrário, fecha as portas. (Mas se Macau não está a tomar essa 
iniciativa... Por um lado, Portugal não pode fazer muito; por outro, também não é tão 
necessário promover através de Macau?) Sim, dou-lhe um exemplo. Hong Kong é mais 
proactivo e faz mais coisas por Portugal do que Macau. Agora, eu acho que Hong Kong 
tem um consultor que se chama Hong Kong Consultant, e esse esforço este ano até já 
levou 73 vinhos portugueses que vão participar numa feira internacional de vinhos em 
Hong Kong. Macau nunca fez isso. Portanto, está a ver, 73 vinhos diferentes de Portugal 
tem um impacto muito grande numa feira onde dá as maiores representações. E porquê 
é que este é possível porque existe esta figura que é muito ativa que leva os vinhos 
portugueses a Vinhos Mundial. E Portugal é um país convidado. Hong Kong aí já viu 
uma oportunidade para poder convidar Portugal, mas na realidade fazia muito mais 
sentido que fosse Macau fazer isso, não é? E fosse Macau o sítio onde as pessoas na 
Ásia soubessem “Ah eu quero provar um bom vinho português, onde é que eu vou? 
Vou a Macau. Quero comer um bom bacalhau, vou a Macau.” Isso era bom para Macau. 
Macau deve explorar essa parte histórica. Porque para fazer um negócio com a China, 
nenhum país precisa de Macau. Os países vão diretamente à China. A China hoje é um 
país aberto. Eu vivo na China e não tenho problemas nenhuns. Vou a Macau porque 
tenho lá muitos amigos, mas se não tivesse esses amigos não precisava (de ir a Macau). 
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Mas Portugal não tem o poder administrativo para dizer a Macau o que deve fazer. 
 
J: A seguir, a minha pergunta é, o que é que acha sobre os obstáculos que impedem os 
turistas chineses a visitar Portugal? 
VT: Eu acho que o problema principal é que não existe uma ligação aérea direta entre 
China e Lisboa. Portanto, qualquer viagem que um turista chinês faça a Portugal tem 
de passar sempre por um país europeu. E aí é natural que se pergunte: “Olhe, vale a 
pena a ir a Portugal?” Quer dizer, já agora venho a Paris, ou venho a Suíça, ou venho a 
Alemanha, vale a pena a ir para um outro lado ou vou ficar por aqui, por estes países 
ao pé? Portanto, tem muito a ver com esta ligação aérea e acho que este é o principal 
obstáculo. Se começarem a ver ligações diretas entre Portugal e a China, já passa a ver 
o contrário cuja primeira paragem é em Portugal e depois vão a outros países. (Mas 
ouvi dizer que antes da privatização do TAP, o responsável do mesmo afirmou que o 
TAP não ia considerar nesta altura recente para desenvolver esta ligação direta para a 
China porque o custo prevalece a interesse potencial que ia receber. Aliás, é também 
possível devido aos problemas técnicos, pois é uma distância bastante longa.) Pois, eu 
não sei a razão porque não existe esta ligação direta, mas sei que é um grande obstáculo. 
Hoje as pessoas vêm aqui porque têm que vir, ou vêm aqui sempre para a segunda ou 
uma terceira escolha. (E além disso, o que é que acha sobre os outros motivos que 
possivelmente impedem?) Eu acho que não há nada que impeça. Acho que os chineses 
estão a ter interesse por Portugal e que esse interesse está a aumentar. E acho que 
Portugal tem coisas para oferecer e que constitui uma alternativa a outros países e que 
é natural, eu percebo, quando sai da China e viaja para Europa, que começa primeiro 
por visitar aqueles países tradicionais: França, Itália, a própria Alemanha... Portanto, 
faz-se estes circuitos que é natural. Mas penso que muitos chineses agora estão a fazer 
as segundas viagens e nessas segundas viagens pensam “ah nós queremos visitar isto, 
vamos agora visitar a Espanha e Portugal ou vamos incluir Portugal nesta viagem” E 
eu já conheço pessoas que estão a fazer isso. E por outro lado também, quando mais 
pessoas vierem, por várias razões, algumas vêm por vistos de Gold, outras vêm a 
estudar, agora há muitos chineses que estão a estudar aqui. Essas pessoas poderão trazer 
outras também e dizer que este é um país agradável, podem passar aqui algum tempo.E 
nós também precisamos de começar a adaptar os nossos hotéis e as nossas receções 
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para receber os turistas chineses.  
 
J: Que concelhos que daria ao responsável (português) do Turismo de Portugal para a 
promoção na China? Porque a entrada de Portugal na China há pouco tempo. Só desde 
2014 é que o Turismo de Portugal começou a colaborar com a TravelLink Marketing 
para oficialmente promover Portugal e instalou-se na China. E também só no ano 
passado é que o responsável oficial é atribuído no mercado chinês. Em comparação 
com a França e a Alemanha, Portugal entrou bastante tarde. 
VT: Pois, Portugal entrou bastante tarde provavelmente não acreditou que o mercado 
chinês fosse uma coisa que valesse a pena, e só muito recentemente é que se percebeu 
disso. Mas eu penso que as estratégias que eles devem adotar nós já discutimos no 
primeiro ponto, quer dizer, a ver com a estratégia de nicho, dirigindo aos setores 
específicos. Portanto, para já um que está preparado para aceitar (os turistas chineses) 
é o mercado do golfe. Divulgar bastante bem os campos do golfe. E no fundo a vivência 
dos campos do golfe à volta, ou seja, os próprios hotéis, tudo que está integrado dessa 
vivência do golfe. Outra coisa importante é criar circuitos que integrem coisas que os 
chineses conhecem e de que gostem, como por exemplo o futebol. A incluí-lo no 
circuito turístico, (por exemplo) vir a assistir um jogo de futebol, porque isso mostra 
muito a cultura e a forma de estar do povo português. Por outro lado, é também algo 
por qual Portugal é reconhecido, porque tem não só Cristiano Ronaldo, mas também 
José Mourinho como treinador. Há vários treinadores portugueses hoje em dia que 
treinam os melhore equipas na Europa, equipas que estão a ganhar no Campeonato 
Europeu de Futebol. Há 4 treinadores no Campeonato, provavelmente não há outros 
países que tenham tantos treinadores que treinam os equipas internacionais a 
concorrerem para o Campeonato Europeu. Quer dizer, é um país inacreditável nesse 
aspeto e os chineses gostam disso. E para esses jogos de futebol sejam uma coisa que 
tenha significado, por exemplo, onde é que Cristiano Ronaldo aprendeu, em que estádio 
e ver um jogo neste estádio. (Acompanhar o processo do crescimento dele.) Sim sim. 
Outra coisa que Portugal também devia fazer é fazer circuitos em conjunto com a 
Espanha. Porque a Espanha é muito maior. Normalmente os chineses vão a Barcelona. 
Mas aqui na zona que junta Portugal existem um conjunto de cidades espanholes que 
são cidades também com uma grande história, são muito bonitas, e que podem ser 
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integradas num circuito adicionado a Portugal. Não há problemas de fronteiras. Pode 
ser tudo visitado, como por exemplo Sevilla, Cordoba, Granada, depois vêm para 
Portugal e visitam Lisboa o Porto. Portanto, há aqui um circuito que é muito variado, 
muito completo, e que os chineses gostam de apreciá-lo. (Então, isto quer dizer a 
cooperação estratégica com a Espanha?) Exatamente. Sobretudo a região perto daqui 
(de Portugal) (E o que acha sobre os outros países?) Outros países que Portugal possa 
fazer... Pode ir para o Brazil, fazendo um stop por Portugal. Essa é uma opção. A outra 
opção é para os países africanos, também fazer um stop por aqui. 
J: E o que é que acha sobre as redes sociais, o online marketing? Porque por exemplo, 
o nicho de golfe é para aquela faixa etária mais madura. Mas agora os jovens chineses 
que estão a estudar na Europa gostam muito de viajar sozinhos, tipo viajantes de 
backpack. Não recorrem às agências de viagens mas estão muito viciados às redes 
sociais.  
VT: Claro! Criar uma conta pública no Wechat, por exemplo. E promover exatamente 
o país a esses jovens. E até incentivar esses jovens que estudam na Europa fazer 
Erasmus em Portugal.  
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Entrevistado 2: Dr. Rodolfo Faustino (Coordenador do Centro de Promoção e 
Informação Turística de Macau, em Portugal) (RF) 
Data: 30 de novembro, 2015 
J: Boa tarde Dr. Faustino. Muito obrigada por aceitar esta entrevista. De acordo com a 
sua observação, qual é a sua opinião sobre o estado, a situação atual do turismo de 
Portugal no mercado chinês? 
RF: Ao longo destes anos em que venho a exercer funções de Coordenador do Turismo 
de Macau em Portugal, tenho tentado contribuir para uma maior aproximação e 
desenvolvimento do turismo chinês no mercado português, tendo em atenção o grande 
potencial desse mercado utilizando o conhecimento e a proximidade de Macau.  
E de facto o Turismo de Portugal nos últimos 3, 4 anos assim o tem feito 
encetando um grande esforço para o promover o turismo português no mercado chinês. 
Para esse efeito, estabeleceu em 2014 uma representação permanente em Xangai. Essa 
representação tem vindo a promover o turismo português nas principais cidades 
chinesas através da organização de seminários e acções promocionais, com grande 
impacto, nas quais contaram com a participação de empresas portuguesas do sector e 
com grandes operadores turísticos da china. Por outro lado, também, o Turismo de 
Portugal iniciou uma grande campanha na China através da imagem de Cristiano 
Ronaldo, que é de facto o português mais conhecido entre os chineses. O resultado deste 
grande investimento que o Turismo de Portugal tem feito na China, é que em 2014 o 
número de turistas cresceu 49,3%, atingindo cerca cem mil turistas que gastaram mais 
que 54 milhões de euros, o que representou um crescimento de mais de 20 milhões 
relativo a 2013. O Turismo de Portugal tem vindo assumir um papel cada vez mais 
agressivo na atração do mercado chinês que se assume hoje como um dos mercados 
mais importantes a nível mundial. O que me parece acertado sendo que será necessário 
continuar a investir mais para se posicionar em relação aos competidores mais directos. 
J: Eu vi a notícia que você mencionou já e este foi assinado com mais ou menos de 10 
agências de viagem, mas não há mais informação no Internet? Por exemplo, como é 
que este (programa) funciona? 
RF: Do que tenho conhecimento creio ser através duma empresa que estabeleceu acordo 
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de representação com o Turismo de Portugal que tem desenvolvido uma grande 
variedade de ações promocionais na China. Em Macau também, o Turismo de Portugal 
tem levado a efeito ações promocionais para o mercado chinês. Agora, para além disso, 
deverão ainda intensificar a presença no mercado chinês através de mais participação 
nas feiras de turismo e noutras formas de promoção, creio que é preciso fazer melhor e 
muito mais. Mas de qualquer forma verificou-se um fluxo imediato de mais turistas 
chineses para Portugal. Acho que é um mercado que necessita de mais investimento, 
não é? Sendo o maior emissor mundial e prevendo-se mais de cem milhões de chineses 
a viajarem pelo mundo, será necessário acrescentar muito mais esforços na China. Têm 
que se preparar muito bem a nível nacional para bem receber estes turistas porque são 
turistas muito especiais, devido ao facto de preferirem a sua comida e gostarem de ser 
recebidos no seu idioma, pelo que precisam de grande apoio local. Mas eu creio que 
Portugal está no bom caminho, precisa contudo de se esforçar ainda mais. Julgo ser 
necessário a abertura de mais Consulados na China, tendo em conta a procura crescente 
do número de turistas que pretendem visitar Portugal os existentes poderão não ser  
suficientes para a emissão dos vistos pretendidos. Acho que poderá ser necessário 
estabelecer um Consulado no sul da China, Cantão ou em outra cidade porque é 
fundamental... Ao abrir mais Consulados estão a criar condições para que mais turistas 
chineses possam vir.  
J: Então, você acha que Portugal está a investir em termos do esforço promocional no 
mercado chinês mas é preciso ainda mais? 
RF: Eu creio que sim. Precisa mais. Até porque Portugal tem condições excepcionais 
para receber os turistas chineses. Por tal, fazer mais esforço é urgente no mercado 
chinês. Abrir consulados e simplificar o pedido do visto, enfim, são fundamentais para 
o desenvolvimento do turismo de Portugal 
J: Para confirmar, agora mesmo você mencionou que Turismo de Portugal também 
realizou algumas atividades promocionais em Macau, destinando tanto ao mercado de 
Macau quanto ao mercado da China continental? Não sei se estou a perceber bem. 
RF: Sim, Macau tem servido como plataforma de cooperação económica entre os países 
de língua portuguesa e a China, através do Forum para a Cooperação Económica e 
Comercial entre a China e os Países de Língua Portuguesa em Macau. Este fórum tem 
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contribuído de uma forma determinante para o conhecimento de Portugal junto dos 
parceiros e fundamentalmente do mercado da China. Como já referido os responsáveis 
do Turismo de Portugal têm vindo a participar nestes fóruns e noutras acções 
promocionais em Macau nos últimos anos aproveitando estas oportunidades para se 
divulgar através de Macau junto do mercado chinês.  
J: Como Portugal para China, Macau para Portugal também é um destino bastante 
longínquo. Quais são as estratégias de promoção turística de Macau em Portugal? Acha 
que o laço histórico entre Macau e Portugal facilita esta promoção? Existiram algumas 
dificuldades na promoção? 
RF: É óbvio que sim. Esta relação de mais de 450 anos obviamente que facilita. Estamos 
a falar de uma forte ligação entre Portugal, China e Macau o que tem permitido de facto 
desenvolver uma cooperação extraordinária ao longo destes seculos. Por tal, embora 
seja um destino longínquo mas esta relação o transforma num mais próximo do que 
outro qualquer. Em termos de estratégias do Turismo de Macau em Portugal temos 
vindo adotar esse grande paradigma que é o património composto pelas características 
portuguesas e chinesas, que resultou num património impar no mundo e classificado 
pela Unesco em 2005 como património da humanidade. 
Por outro lado, o português a par do chinês é língua oficial até 2049 em Macau, 
mesmo que não se fale tanto. Por tal, há uma série de componentes importantíssimas e 
de qualidade que atrai os turistas de Portugal para Macau. A grande dificuldade que nós 
encontramos em termos de promoção do território passa fundamentalmente pela falta 
de ligações aéreas diretas. Muito embora tenhamos, com grande qualidade, acesso a 
Macau através do aeroporto internacional de Hong Kong. Houve-a no passado e quando 
o TAP voou para Macau, foi o momento mais alto de números de turistas portugueses 
em Macau. Enfim, vamos ultrapassando esta questão embora para mim seja 
fundamental. Não é fácil ter ligações diretas entre Portugal e Macau. Os portugueses 
conhecem Macau e gostam de Macau. Embora hoje devido à crise e ás condições 
económicas que se vive em Portugal se verifique algumas dificuldade, mas há uma 
grande ligação entre Portugal e Macau.  
J: Dado que a delegação já tem a página do Facebook e atualiza regularmente, existe 
qualquer estratégias concretas em termos de promoção através das redes sociais? Se 
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não em Portugal, as delegações noutros países europeus fazem-no? 
RF: Hoje todas entidades de turismo têm que recorrer a estas novas ferramentas. Nós 
temos divulgado as ações promocionais que temos levado a efeito em Macau e em 
Portugal, referentes aos nossos principais eventos á nossa cultura, património, 
gastronomia. 
O Facebook neste momento é uma ferramenta fundamental para promover o que 
acontece no imediato, tem uma grande aceitação e é de divulgação rápida e eficiente, 
por permitir interatividade e o recurso a imagens, o que o torna apelativo sendo sem 
dúvida uma grande mais valia na divulgação dos destinos. Pelo que grande parte da 
nossa estratégia tem passado por divulgar os nossos principais eventos no Facebook.  
O mesma acontece com as representações do Turismo de Macau nas outras partes 
do mundo. Pretendemos através das redes sociais promover o que está a acontecer no 
imediato em Macau.   
J: É o escritório próprio que está a gerir a página ou tem alguma...? 
RF: Sim somos nós exatamente que as gerimos.  
J: Está bem. A próxima pergunta minha é, em comparação com os outros países 
europeus populares entre os turistas chineses (p.ex., França, Espanha...), o que é que 
acha sobre as vantagens ou características distintas que Portugal possui para captar os 
turistas chinese? E os produtos turísticos de Portugal que mais podem interessar os 
turistas chineses? 
RF: A China já é o mercado emissor mais importante para o mundo. No ano passado 
mais de cem milhões de chineses viajaram pelo mundo, pelo que os países devem captar 
esta grande oportunidade para atrair mais turistas chineses. Como disse atrás, Portugal 
tem vindo a despertar a atenção dos turistas chineses que, devido ao grande 
desenvolvimento económico verificado na China o número de turistas chineses que 
viajam para o exterior tem vindo a crescer de uma forma muito interessante. Quanto às 
vantagens, julgo que as grandes vantagens relativamente aos países concorrentes é o 
facto de Portugal dispor de argumentos que agradam aos turistas chineses: o clima, o 
património histórico, as compras... e o povo português que sabe receber bem. É um 
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povo muito agradável. Eu creio que estas principais atrações são capazes de captar os 
turistas chineses 
Havendo neste momento um estímulo adicional que se prende com um Euro mais 
fraco que tem criado mais condições para viajar para Portugal. Nomeadamente a China, 
como sabemos a Yuan valorizou em relação ao Euro nos últimos anos. Hoje 1 Euro 
corresponde a cerca de 7 yuan enquanto no passado era 11, pelo que traz mais vantagens 
para o turismo. Como eu digo, a política de facilitação dos visto é extremamente 
importante para trazer um maior número de turistas para Portugal. Por outro lado, 
Portugal tem sido muito procurado em termos de investimentos imobiliário. O visto 
Gold tem contribuído extremamente para o conhecimento de Portugal.  
Por outro lado e ainda de assinalar o facto, extremamente importante, de grandes 
investimentos em aquisições de empresas portuguesas que grandes grupos chineses têm 
vindo a efectivar em Portugal.  
J: E no final, quais são os concelhos que daria aos responsáveis do Turismo de Portugal 
para a promoção na China?  
RF: Os conselhos que eu dou passa por se utilizar as figuras portuguesas mais  
relevantes na China, por exemplo as do desporto como Cristiano Ronaldo, José 
Mourinho... E dar a conhecer ainda mais o clima, património, gastronomia a natureza a 
segurança, elementos diferenciadores.  
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Entrevistada 3: Dra. Carmen Amado Mendes (professora-auxiliar da Licenciatura e 
do Mestrado em Relações Internacionais na Faculdade de Economia da Universidade 
de Coimbra, perito na área da relação luso-chinesa.) (CM) 
Data: 18 de janeiro, 2016 
J: Boa tarde Dra. Carmen Mendes, vou começar a entrevista com uma pergunta mais 
geral: qual é a sua opinião sobre o estado atual do turismo de Portugal no mercado 
chinês? (Em termos de) os turistas chineses a viajar para Portugal. 
CM: Eu cá acho que cada vez há mais chineses em Portugal. A questão do Visto Gold 
também traz muitos chineses. Tem influencia nisso. Eu não sei até que ponto que os 
chineses vêm cá em turismo, vêm apenas em Turismo ou vêm para fazer negócios e 
depois acabar por fazer também algum turismo. Porque a ideia que eu tenho é que não 
vejo assim muitas famílias, os casais e filhos numa onda que é mesmo de turismo . Dá-
me uma ideia que os chineses, até por os amigos chineses que tenho na China com 
quem vou falando, acabam mesmo, quando vêm para a Europa, preferem ir a outros 
países do que vir para Portugal. E é frequente irem a França, a Inglaterra e a Espanha e 
não muito Portugal. Tenho a ideia, mas não é fundamentada, que o turismo chinês que 
existe em Portugal continua está muito ligado a outras questões, nomeadamente 
negócios. Portugal não é exclusivamente escolhido como destino turístico. De qualquer 
forma, quando eles cá estão vindo por essas razões ou por outras, eu noto que gostam 
de Portugal e que depois levam uma imagem positiva daqui na China aqueles que 
conhecem Portugal falam sempre muito bem de Portugal e acabam por ficar muito fãs... 
gostam muito dos produtos portugueses e compram sempre muitos presentes, até de 
cortiça. Eu noto isso que a imagem que transmitimos é positiva, sim. 
J: Então, na sua opinião, os viajantes chineses que vêm para Portugal, o primeiro 
objetivo não é o turismo próprio, é o negócio. E o turismo é só um produto secundário. 
CM: Exato. Essa é a minha opinião mas pode está errada. 
J: Está bem. A seguir, como a Dra. agora também mencionou que Portugal não é a 
primeira escolha para o destino turístico dos chineses, mas o que é que acha em 
comparação com os outros países europeus populares, como por exemplo a França e a 
Espanha, quais são as vantagens ou características distintas que Portugal possui para 
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captar os turistas chineses? 
CM: Eu acho que nós temos algumas características iguais ou superiores do que os 
outros destinos populares. Mas apesar disso, os chineses não vêm talvez porque não 
conhecem essas características e porque Portugal não tem investido tanto na 
publicidade do turismo como os outros países. Mas acho que as características para 
responder à tua pergunta, no meu entender, são o clima, a comida, a diversidade de 
oferta, porque somos um país pequeno, com praia, montanhas, uma componente 
histórica muito forte e temos boa oferta em termos de compras também, não só de roupa 
e de têxteis, mas também os produtos gourmet, vinhos, queijos e mesmo um nível de 
oferta hoteleira. Quer dizer em termos de preço-qualidade, o preço a que se consegue 
restaurantes de 3-estrelas Michelin, hotéis de 5-estrelas e resorts verdadeiramente 
paradisíacos, nomeadamente em zonas turísticas, turísticas mas não massificadas, não 
é? Como algumas zonas selecionadas no Algarve, por exemplo. São preços imbatíveis 
em nenhum país europeu que consegue, é mesma oferta e a mesma qualidade, o mesmo 
luxo a estes preços. E para o turista barato, (quem) quer gasta pouco, também Portugal 
é um país muito mais barato que os outros não têm comparação.  
J: É possível que enumere alguns produtos específicos que Portugal tem para captar os 
turistas chineses? 
CM: A gastronomia, as experiências gourmets. Em termos de praias, de facto, e todos 
os desportos que estão à volta de praia, como desportos náuticos, praias e rios. E à volta 
da montanha, os desportos radicais, nomeadamente até bicicleta de montanha ou coisas 
mais calmas como caminhadas. Na zona do Douro do Norte, cada vez é mais frequente 
fazerem aqueles pacotes turísticos que oferecem experiências do que é que é uma 
vindima, (como por exemplo) andar no banco das vinhas e fazer provas dos vinhos. 
Temos os hotéis e os resorts cada vez mais oferecem pacotes de experiências que 
permitem o contacto com a realidade local. Eu acho que é interessante.  
J: Como já tem feito muitos trabalhos sobre Macau, China e os países lusófonos, então, 
o que é que acha sobre o papel potencial que Macau pode assumir na promoção turística 
de Portugal na China continental? 
CM: Bem. Acho que todos os chineses da China continental que vão a Macau ficam 
mais ou menos com uma pequena, leve ideia daquilo que podem encontrar em Portugal. 
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Quer em termos gastronómicas, quer em termos arquitetónicos, quer em termos 
culturais, não é? Portanto, acaba por ser uma montra na China do turismo português. 
Agora, em Macau, talvez pudesse ser feita uma divulgação mais agressiva do Turismo 
de Portugal. Porque os chineses que vão a Macau já estão mais despertos (9´42´´??) do 
que os outros chineses na China continental. Há cultura portuguesa e (9´49??) 
interessar-se por coisas portuguesas e a ida deles a Macau pode ser o primeiro passo 
para se interessarem para ver Portugal. E isso acho que devia ser feito junto de vários 
organismos, até do próprio Fórum de Macau porque aí é um sítio onde a China 
continental pode expor as oportunidades dos países lusófonos para exprimirem as suas 
especificidades culturais e a semana da lusofonia que se organiza em Macau tem aquela 
dimensão que tem, que agora já são dez dias. E Portugal, tal como os outros países 
lusófonos, mostra a sua música, a gastronomia; talvez podessemos ter um papel mais 
ativo, sim. 
J: De acordo com a sua opinião, quais são os obstáculos que possivelmente impedem 
os turistas chineses a visitar Portugal? 
CM: Isso eu acho que um dos grandes obstáculos é a língua. É muito mais fácil os 
chineses, mesmo que eles viajem em excursões, arranjarem guias que saibam inglês, 
francês ou espanhol do que guias que saibam português, não é? E eles próprios 
quiserem viajar sozinhos com autonomia, Portugal tem mais problemas de língua. E eu 
acho de uma maneira para ultrapassar isso, que tem sido um obstáculo, é que os hotéis 
portugueses, os restaurantes portugueses e as lojas portuguesas não estão preparados 
para receber chineses, porque não há informação em chinês, não há publicidades em 
chinês, não tem os sites nem internets traduzidos para chinês e que aqui cria um grande 
obstáculo para os turistas chineses.  
O segundo obstáculo é a imagem, daquela imagem que tem em frente à Inglaterra 
como destino turístico por excelência, os chineses acham que não é tão prestigiante 
quando regressam a casa dizerem que estiveram em Portugal, porque é um sítio que 
ninguém sabe o que é. Têm muito mais prestígios dizerem que estiveram na Inglaterra, 
na França e em Itália, porque toda a gente conhece. E acho que é difícil, também conta 
a dimensão da China, nós apostarmos numa promoção da imagem de Portugal. Depois 
provavelmente não teríamos dimensão para o mercado de turismo chines. 
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J: O que é que acha sobre a promoção de Portugal nas redes sociais chineses? 
CM: Não estou em nenhuma rede social. Portanto, na verdade não tenho a certeza como 
é que isto funciona. 
J: Não faz mal. Aqui está a última pergunta: que conselhos daria aos responsáveis do 
Turismo de Portugal para a promoção na China? 
CM: Uma das possibilidades é usar Macau e Hong Kong porque são cidades onde os 
chineses mais ocidentalizados para viajarem para esta zona. E também já conhecem 
melhor o que é que é Portugal, não é? Porque Portugal esteve ali naquela zona da China 
por tanto tempo. Eu acho que começa por ali, isso, talvez seja uma forma.  
Eu acho que é um bocado difícil promover Portugal na China toda. Quer dizer, a 
China enorme seria, portanto seria um esforço financeiro impossível de conquistar para 
o governo português. Acho que tem de escolher determinados nichos, cidades (nem 
sequer cidades talvez), zonas turísticas, alguns museus, algumas feiras para promover 
melhor Portugal, sem que fosse demasiado grande. 
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Entrevistado 4: Dr. José Sales Marques (Presidente do Instituto de Estudos Europeus 
de Macau) (JSM) 
Data: 28 de janeiro de 2016 
J: Boa tarde, Dr. Sales Marques, em primeiro lugar, muito obrigada pelo aceite da 
entrevista. Vou começar com uma pergunta mais geral: qual é a sua opinião sobre o 
estado atual do turismo de Portugal no mercado chinês? 
JSM: Bem, o que eu acho é que o número de turistas que viajam da China para Portugal 
é um número que tem vindo a subir, mas que estamos ainda longe do potencial que 
poderia existir. Penso que o número, se não me engano, já não me recordo muito bem 
é para duzentos mil, ou uma coisa parecida. Mas provavelmente poderia ter um número 
superior a isso, na medida em que Portugal é um destino turístico que é muito 
interessante do ponto da vista dos chineses. Portanto, dos turistas chineses que viajam 
para Europa, esta é apenas uma percentagem pequena e portanto, provavelmente há um 
mercado ainda muito grande para explorar. Poderíamos ter um número mais 
interessante, quer do ponto de vista dos turistas, quer do ponto de vista, talvez as 
próprias despesas que eles fazem em Portugal. Bem, essa é a minha impressão. Enfim, 
acho que há uma opinião positiva ultimamente de forma que Portugal poderia procurar 
e ganhar mais com este fluxo de turistas chineses. 
J: Em comparação com os outros países europeus populares (p. ex., França, Espanha...), 
quais são as vantagens ou características distintas que Portugal possui para captar os 
turistas chineses? 
JSM: Pois. Eu penso que, Portugal relativamente a França, a Espanha, por exemplo, 
enfim, é um destino ultimamente diferente embora seja muito difícil separar 
completamente daquilo que é Portugal dos outros países europeus, tudo do sul da 
Europa, não é? Porque enfim, Portugal é muito diferente do Norte da Europa, tem mais 
sol, tem clima mais simpático, etc. Mas, a partir daí, o que me parece importante é 
sublinhar as diferenças, e não sei se isso tem sido feito com suficiente eficácia. Porque 
Portugal tem uma ligação histórica à China que é muito mais longa do que qualquer 
desses países europeus, não é? A primeira questão, penso que é um aspecto que, se 
calhar não tem sido suficientemente explicado aos turistas chineses. O segundo aspeto 
tem a ver com essa característica interessante que Portugal tem, que ser 
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simultaneamente um país que é o mais ocidental da Europa e é um país que tem ligação 
ao Mediterrâneo mas também tem uma ligação ao Atlântico. Portugal tem culturas 
gastronómicas que são próprias do Atlântico, mas também tem as do Mediterrâneo, não 
é? Depois, é um país de micro-climas. Acho que Portugal deve explorar a sua vantagem 
de ser relativamente pequeno. Quer dizer, 800 e tal km2, numa distância do Norte a Sul 
que pode ser percorrida dentro de 6 horas, talvez, mais ou menos, não é? Há uma grande 
diversidade do ponto de vista de climas, de culturas locais, de gastronomia, voltamos 
mais uma vez à gastronomia, de vinhos, por exemplo, etc. Quer dizer, eu acho que a 
diversidade que Portugal oferece num espaço relativamente pequeno é uma vantagem 
comparativa, que não sei se tem sido explorado. Portanto, no fundo, para os turistas 
chineses é muito conveniente, se for um turista individual ou viaja em família, pegar 
um carro a explorar o país. E ao longo do país também pode encontrar pousadas, tipo 
de alojamento que é muito típico de Portugal. Há pousadas, há pequenos hotéis, há 
sítios em que se podem ficar nas cidades. E portanto, nesses aspetos Portugal é diferente 
desses destinos há pouco foram preferidos. É claro que Portugal tem que jugar nesse 
tipo de diversidade, porquê? Porque Portugal não tem uma marca forte na China, não 
é? Lisboa e Porto são cidades fantásticos e foram consideradas os melhores destinos 
turísticos da Europa, será que os chineses sabem isso? Os chineses têm sido atraídos 
pela marca, não é? Atraídos pelo nome forte como Barcelona. Tenho amigos chineses 
que num ano vão mais do que uma vez à Barcelona, ao Milão e à Paris, e porquê? 
Porque são nomes fortes, não é? Agora, Portugal não tem essa marca bem-estabelecida 
na China. E se calhar a marca que Portugal tem estabelecido na China não é marca 
Lisboa ou marca Porto, é a marca efetivamente Portugal onde está tudo incluído, onde 
numa visita relativamente curta. E ainda por cima, e muito importante que (Portugal) é 
relativamente barata. Por exemplo, no ano passado, em 2015, fui com um grupo de 
colegas aqui de Macau, os chineses, todos, e aquilo que comentavam mais era o preço 
das coisas! É que é muito mais barato. Essa vantagem ainda por cima. E acho que 
naquilo que eu escrevi referia o marisco, o marisco de Atlêntico. Eu tenho uma amiga 
de Xangai que foi comigo uma vez a Portugal e ela disse-me uma coisa que nunca vou 
me esquecer: Este é o melhor marisco que eu comi na vida! Quer dizer, são as pessoas 
que viajam que têm experiências de viajar pelos muitos diferentes destinos do mundo. 
E isso mais do que uma vez, as pessoas ficam atraídas pela qualidade do peixe, dos 
frutos do mar, etc. Portanto, esses são aspetos muito importantes na promoção de 
Portugal relativamente a outros destinos europeus que obviamente tem uma marca 
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muito mais forte. E a outra coisa que quero dizer é a hospitalidade do povo português. 
É um pouco difícil falarem coisas nesse aspeto na realidade. A gente sabe que ao longo 
da Europa nem todos os destinos turísticos apresentam a mesma grau da hospitalidade, 
não é? Portanto, acho que isto é importante também. Agora, sem dúvida que o produto 
turístico de Portugal, e os serviços, os hoteís têm que saber lidar com os turistas chineses. 
Digamos que Portugal está num estado de recepção como destino receptor de turistas 
chineses são no estado muito inicial, não é? Os turistas chineses quando vão ao hotel 
gostam de ter chinelos e gostam de ter aquelas  pequenas amenidades, que hoje em dia 
quem vai a um hotel na China, em Macau ou em Hong Kong tem, não é? Mas os hotéis, 
às vezes na Europa esquecem-se completamente dessas coisas. São pequenas coisas 
importantes. Se calhar, as grandes superfícies e grandes lojas de maior nome em 
Portugal, deviam ter quem soubesse tratar, digamos, falar chinês. O UnionPay também 
é muito importante. E depois, há uma série de pequenas coisas e folhetos em chinês. 
Quer dizer, há uma série de trabalho de preparação, de acolhimento é que é preciso 
fazer para que o turistas chineses se sintam em casa quando visitarem Portugal. 
J: A próxima pergunta é relacionado com alguns produtos turísticos específicos, como 
por exemplo alguns nichos ou temas turísticos. E você acha que tem algo para 
acrescentar neste aspeto mais específico? 
JSM: Eu não me referia compras, mas é evidente que, enfim, se falarmos em grandes 
marcas, não sei se é mais barato a comprar em Lisboa ou a comprar em Paris. Mas 
algumas coisas próprias de Portugal, por exemplo, os doces, os queijos, enfim, coisas 
próprias de Portugal são coisas importantes. A própria cortiça, por exemplo, é uma 
coisa de que os chineses gostam bastante. E o próprio vestuário, o próprio têxtil, o 
próprio calçado português que é tão famoso não é? Portanto, essas coisas que são 
próprias de Portugal que se compram mais barato em Portugal do que no resto da 
Europa, são as coisas que valem a pena serem promovidos. 
J: Obrigada. E como o Dr. Sales Marques trabalha em Macau, o que acha sobre o papel 
potencial que Macau pode assumir na promoção turística de Portugal na China? 
JSM: Pois. Aqui penso que Macau pode proporcionar é uma experiência relativamente 
limitada obviamente daquilo que os produtos portugueses podem significar. Temos 
aqui os restaurantes portugueses, temos os vinhos portugueses, temos várias coisas que 
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são portuguesas. Quer dizer, há muitas coisas que Macau, no fundo, pode servir como 
uma montra de uma experiência muito mais enriquecedora e interessante que é mesmo 
de Portugal, não é?  
J: Então o que é que acha sobre a efetividade de Macau ser a montra? 
JSM: Penso que é assim: Macau é uma montra natural, não é? É a própria cultura que 
existe em Macau. Não me parece que seja um sítio que o Turismo de Portugal deve 
investir muito dinheiro. Quer dizer onde deve investir é mesmo o mercado turístico 
chinês, não é? Agora, podem tirar alguma vantagem de terem aqui uma montra, mas 
será sempre uma forma de promoção relativamente secundária do que aquilo que é o 
principal trabalho de promoção que estão nas próprias cidades e províncias chinesas. A 
tendência é sempre irem para as grandes cidades, para os grandes centros urbanos, 
Pequim, Xangai, Guangzhou, etc., esquecendo as cidades intermédias da China que tem 
cerca de 6 ou 7 milhões de habitantes e ficam um bocadinho mais interior. Há um 
padrão de consumo que já foi estudado pelas próprias grandes marcas que, hoje em dia, 
no interior da China, portanto, há cidade de média dimensão que não são tão famosas, 
nomeadamente Chongqin, ou outros assim, não é? Onde os padrões de consumo nos 
produtos de luxo acabam por ser mais significativos do que nas grandes cidades. Quer 
dizer, por uma razão ou outra. Há toda a vantagem e também não deixam de lado essas 
cidades que não são da primeira linha. Porque efetivamente podem ver aí algum 
potencial. Agora, turismo no fundo é uma atividade organizada como qualquer 
atividade económica, não é? E sabemos que por muito individual que possa oferecer o 
viajante, o turista, há sempre aspetos no que diz respeito ao acesso, por exemplo, das 
ligações aéreas mais convenientes, etc, que tem que ser bem potenciado. Por exemplo, 
um grande problema na minha opinião é o facto de não há nenhum voo que liga uma 
cidade chinesa a Lisboa ou ao Porto. E também que eu saiba não há boas charters que 
liguem a China a Portugal. Às vezes, as experiências começam com esse tipo de voos. 
Quer dizer, quando não há suficiente tráfico, não há suficiente número para fazer um 
voo regular, começa com esse tipo de voos fretados. 
O famoso jogador do Sporting, Paulo Futre, há tempos dizia que a ideia dele era 
trazer muitos chineses para virem ver o futebol em Portugal. Enfim, (as Charters) têm 
que ser uma colaboração entre uma empresa portuguesa e a chinesa. 
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J: Além das ligações aéreas diretas que foram mencionadas, acha que ainda existem 
outros obstáculos que possivelmente impedem os turistas chineses a visitar Portugal? 
JSM: Eu penso que os obstáculos, os principais, são o acesso a Portugal. Agora, outros 
tipos de obstáculos serão a questão de língua e eventualmente uma maior preparação 
que requer também alguma formação do ponto de vista de melhorar a capacidade 
recetora de Portugal para o mercado chinês. Mais uma coisa, que não sei se a autoridade 
tem utilizado, são as conexões entre comunidades chinesas que vivem em Portugal com 
a China. Eu penso que isto é uma questão importante: envolver essas comunidades na 
promoção, eventualmente na receção. Fui eu que em 1999, com Dr. João Soares que 
agora é o Ministro da Cultura, quando era o presidente da Câmara de Lisboa, 
introduzimos a primeira festa de celebração do Ano Novo Chinês em Lisboa. Portanto, 
é muito importante fazer esse tipo de coisas. Quer dizer, enfim, para mostrar como 
Portugal recebe os chineses com braços abertos. 
J: E o que é que acha sobre a promoção de Portugal nas redes sociais chineses? (o canal 
da promoção) 
JSM: Não posso dizer muito bem sobre isso porque não sou um fã do Facebook e as 
outras redes sociais. 
J: Para resumir a entrevista, que conselhos que daria aos responsáveis do Turismo de 
Portugal para a melhor promoção na China? 
JSM: Eu diria o que é importante é de facto trabalhar primeiro com aquilo que existe, 
as redes que já existem, a partir de uma base concreta e sólida. Fazer uma divulgação 
de Portugal, acentuando os laços de fé, mas não apenas essa parte. Porque às vezes 
mostra-se apenas o passado, mas os chineses hoje em dia não quer só ver o passado, 
não é? Quer dizer, as boas coisas que Portugal pode oferecer: bons climas, boas comidas, 
enfim, experiências de visitas que podem ser feitas. Enfim, há que fazer uma promoção 
que seja muito virada. Acho que é muito importante segmentar o mercado chinês, quer 
dizer. Para onde é que se pretende promover? Quais são os segmentos do mercado? 
Porque o mercado chinês é muito grande e Portugal é um pequeno país que não tem 
grande capacidade económica para promover, enfim, à toa. E fazer referências àquilo 
que o mercado chinês já conhece, por exemplo Cristiano Ronaldo e os pastéis de nata. 
Enfim, associar no fundo essas coisas que já têm uma imagem na China.  
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Entrevistado 5: José Miguel Encarnação (editor do Jornal O Clarim Macau) (E) 
Data: 7 de Janeiro de 2016  
J: Boa tarde Dr. Encarnação. Vou começar com uma pergunta mais geral, como pode 
ver no guião enviado. Qual é a sua opinião sobre o estado atual do turismo de Portugal 
no mercado chinês? Quer dizer, em termos de atrair os turistas chineses para Portugal. 
E: Pronto. Nos últimos anos, muito por força do governo português e através das suas 
agências, nomeadamente do AICEP e do Turismo de Portugal e de um conjunto de 
embaixadas e consulados, de facto houve uma promoção de imagem do país junto do 
mercado chinês. Nós temos delegação da AICEP em Macau, em Xangai, em Pequim; 
também temos consulados e mais embaixadas em Pequim, e tem feito um trabalho 
notável em cooperação com o Turismo de Portugal. Hoje, Portugal é conhecido não só 
em Macau, como também em Hong Kong ou no continente chinês. Não como um país 
distante e inacessível, mas como um país europeu de fácil acesso, dado as ligações 
aéreas e dado uma certa ligação cultural portuguesa à China. Obviamente que dá muito 
trabalho a fazer, nem sempre nós estamos apresentados na melhor maneira nas feiras 
do turismo que se vão realizando um pouco por toda a China, mas isto também é um 
fruto da nossa falta de presença nalgumas cidades importantes. Eu sei que da parte 
anterior houve a vontade de abrir o consulado de Portugal em Cantão, e obviamente 
isso acontecendo também da imagem de Portugal enquanto destino turístico vai ganhar, 
uma vez que Cantão é uma cidade da China com mais feiras internacionais, e também 
é mais perto dos compradores, dos consumidores e dos turistas a promover a nossa 
imagem para também criar mais turistas, mais públicos e mais interessados do destino 
que é Portugal.  
J: Em comparação com os outros países europeus populares (p. ex., França, Espanha...), 
quais são as vantagens ou características distintas que Portugal possui para captar os 
turistas chineses? 
E: Portugal tem uma vantagem que é ser um país relativamente pequeno, é um país 
mais pequeno do que a França, do que a Espanha, e por isso facilmente as pessoas 
podem percorrer em 15 dias o país de Norte a Sul. Temos boas redes rodoviárias, e 
também temos algumas ligações aéreas entre as cidades. Não temos muitas mas a 
tendência é para acrescer. Agora anunciaram a abertura da rota do Algarve com 
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Bragança e há intenções de começarem-se a realizar voos de todo o país, nomeadamente 
o aeroporto de Beja que foi um um projeto que teve algum sucesso. Agora está um 
pouco estagnado, mas eu penso que com um pouco mais de investimento, o aeroporto 
da Beja pode voltar a ganhar uma dinâmica própria. Por isso, temos esta vantagem. É 
um país pequeno mas é facilmente percorrido por quem queira visita-lo. Temos regiões 
muito diferentes uma das outras embora o ramo cultural seja... quer dizer a cultura 
portuguesa é uma cultura muito própria. Portanto, ela seja uma cultura transversal de 
províncias. Mas todas elas tem os seus costumes e as tradições. Etnograficamente, 
somos um país muito muito rico. E portanto eu penso que podíamos, embora tenha uma 
cultura homogénea mas também uma cultura diversificada. Temos muito para oferecer. 
Portanto, temos desde as serras, às montanhas, às praias, aos campos, campos desde as 
planícies do Alentejo aos campos mais hinosticos do Norte e do interior do país. E 
portanto temos as boas infraestruturas. Quem quer as praias ou bons hotéis, encontra 
praias condicionadas com tudo, com bons balneários, com bons restaurantes e com bons 
acessos. Mas quem quiser ir à montanha também encontra exatamente as mesmas 
coisas. Hoje começaram abrir os SPAs em Portugal, o conceito de SPA. E nós podemo-
nos distinguir dos outros pela qualidade. Eu estive há alguns anos no sul da França e 
com as espectativas muito elevada, mas no final fiquei um pouco desiludido. Porque 
nota-se que eles vivem muito da tradição, e tem sido pouco investimento para renovar, 
para inovar. Portugal, ao contrário, é tudo mais recente, tudo mais novo, é tudo melhor 
acompanha com a evolução dos tempos. Na zona costa leste da Espanha principalmente, 
hoje vive tudo um bocadinho antigo. Nada se compare com aquilo, penso eu, que há 
em Portugal. Em Portugal hoje, de facto, tem projetos de raíz, muito bons, projetos 
integrados com golfe, com marinas, com tudo uma panóplia, uma oferta grande e 
diversificada. Porém, em termos de atrair os turistas, temos um outro facto que, 
comparativamente com outros destinos, é um turismo relativamente barato. Por isso, os 
produtos turísticos em Portugal têm preços muito muito atraentes em comparação com 
aquilo que se encontra nos outros pontos da Europa. 
J: Acima são as características em geral. Então, o que é que acha sobre alguns produtos 
turísticos específicos de Portugal que podem mais captar os turistas chineses? 
E: Pronto. Eu visava o golfe. De facto, o golfe em Portugal teve um crescimento muito 
grande. Abriram-se vários belíssimos campos de golfe, campos de golfe com a cotação 
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máxima, que se encontram no nível máximo de classificação nos campos de golfe. Há 
grandes nomes do golfe e campeonatos internacionais que estiveram em Portugal e que 
asseguraram o investimento. Depois, na viragem da segunda década do segundo 
milénio, nós vemos aparecerem novos campos de golfe e com uma característica...: hoje 
cada vez mais em Portugal (o golfe) está a tornar num direito para a massa, um desporto 
mais acessível a quem o queira praticar. E também por isso, eu penso que o golfe é 
realmente um produto diferenciador em Portugal, pois consegue trazer turistas que por 
metade do preço ou por um terço do preço conseguem encontrar em Portugal campos 
de golfe com condições, com infraestruturas, ou tem tantos mais prazeres do que se o 
fizerem noutros pontos da Europa.  
Também temos as marinas, as nossas marinas com excelentíssimas qualidades. 
Não podemos nos esquecer que o setor náutico é um dos que gerem mais receitas de 
todo o mundo. Há milhares e milhares de pessoas ligadas ao desportos náuticos. E é de 
facto uma das atividades mais rendáveis. Portugal foi escolhido para recolher uma das 
pré-etapas da maior competição do mundo. Portugal já entrou mais do que uma vez no 
calendário do Volvo Racing, que também é uma competição de vela e a mais importante. 
E portanto, se não tivessemos condições naturais do mar, e depois as condições físicas, 
as marinas e as infraestruturas, seria difícil termos conseguido ser escolhidos para 
recolher tão importantes provas da náutica. E depois, tirando o desporto, eu acho que 
também temos a gastronomia, que é uma das melhores de todo o mundo, tão apreciada 
como a gastronomia francesa, a gastronomia espanhola e a gastronomia italiana, pelo 
facto de que a nossa gastronomia é feita de um modo diferente, mas também é boa 
porque é feita com produtos nacionais, produtos estes de excelentíssimas qualidades. 
Obviamente, também temos os nossos produtos naturais. Somos talvez o país da Europa 
com mais exposição solar, por isso temos condições belíssimas (para os produtos 
agrícolas). Ainda temos duas pérolas que são a Madeira e os Açores. Agora no Ano 
Novo a Madeira testemunhou a record de números de paquetes, de dormidas, de 
refeições e também conhecido como o nosso rico Portugal insolar.. 
J: Já agora, como o Dr. Encarnação mora e trabalha em Macau, então na sua opinião,  
qual é o papel potencial que Macau pode assumir na promoção turística de Portugal na 
China? 
E: Como eu já disse, temos um consulado e a delegação da AICEP que funcionam 
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muito bem. Temos o Instituto de Português do Oriente, que execute a função do 
Instituto de Camões nas outras partes do mundo. São 3 entidades que atuam pela cultura, 
pela língua portuguesa, não só simplesmente na promoção. E, ao promover a nossa 
cultura portuguesa e a língua portuguesa, estamos também a criar hábitos do turismo, 
de lazer, direcionados para o nosso país. Penso que na parte governamental, na parte 
institucional, nós temos feito um grande trabalho. Mas não é só isso que conta. Também 
conta o setor privado. É preciso que o setor privado, as empresas privadas, sejam elas 
propriedades portuguesas, sejam elas propriedades macaenses, também ajudem nisso. 
E nós temos em Macau uma série das empresas ligadas à importação de produtos 
portugueses, como o vinho, e ao promoverem estes produtos também promove Portugal. 
Aliás, Portugal é conhecido como um país do vinho. Portanto, nós através da promoção 
dos nossos produtos, promovemos o nosso país. E Macau tem-no feito muito bem, 
dentro das portas, muito bem. E Macau é centro do Fórum da Cooperação Económica 
e Comercial entre a China e os países de língua portuguesa. Portanto, é uma plataforma 
de comércio mas também uma plataforma de promoção em que se trocam experiências, 
debatem ideias e promovem o nosso país. E penso que o nosso Cônsul atualmente tem 
estado muito bem no Fórum, tem promovido muito bem a imagem do país e colocar os 
nossos importadores, os nossos produtores com outros países e, através disso, vai tudo 
uma imagem de Portugal. Macau é uma porta de entrar na China e também é a porta de 
saída da China.  
(Uma pergunta a propósito, as funções parecem bastantes limitadas, fechando-se 
na comunidade portuguesa e, devido às características dos turistas chineses cuja 
estadia é muito curta: “Nada é perfeito. Não podemos comparar-nos com a França 
devido à escala pequena. A França em cada maio patrocina centenas iniciativas em 
Macau Hong Kong e na China “French May”. Em junho há cartazes imensos de 
atividades (e.g., prova do vinho...) patrocinados pelo consulado e pelas entidades 
privadas em Macau. O mês de junho mostra a Portugalidade. Não há recurso suficiente 
financeiro a apoiar.”) 
J: OK. Então, de acordo com a sua opinião, o que é que acha sobre os obstáculos que 
possivelmente impedem os turistas chineses de visitar Portugal? 
E: Eu acho que é muito fácil a compreender o que é que se passa. Não há uma ligação 
aérea direta da China para Portugal. Temos que fazer uma escala na Europa quando voa 
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da China para Portugal. Isto, de certa forma, faz com que muitos chineses fiquem no 
centro da Europa e depois já não voam para Portugal. Essa é uma razão. A segunda 
razão, eu penso que, durantes muitos anos, os franceses, os espanhóis e os italianos (e 
os italianos com muita força a promover a sua gastronomia hoje na China) ... E muitos 
chineses ficam na Itália e em França. E isso nós temos de combater talvez com a ligação 
direta. É difícil, é difícil porque ainda não há números suficientes de passageiros que 
possibilite a ligação aérea viável de uma forma rentável. Portanto, perdemos um pouco 
por aí. Por outro lado, a língua. Enfim, eu penso que os outros países já mais alguns 
anos do que nós preparam-se para receber os turistas asiáticos. Eu aqui estou a dizer os 
turistas asiáticos no seu todo. Penso que os outros países já têm mais pessoas que falam 
chinês, que falam japonês, que falam coreano. E portanto, há mais agentes turísticos a 
dominar línguas asiáticas do que nós.  ...por via do comércio, e também por via do 
Golden Visto. Os chineses não gostam de só vir a Portugal abrir lojas e investirem nos 
imobiliários, mas também gostam de visitar o país. E talvez agora comecemos a ter 
pessoas que falam chinês, que podem ser interpretes, que podem ser guias turísticos e 
também começamos agora um pouco a dotar os hotéis com ofertas que podem agradar 
os turistas chineses e os asiáticos em geral. Até agora foi um mercado que não 
analisamos com muita atenção e começamos a preparar pacotes turísticos que atraem 
os chineses e asiáticos. Nós começamos a pensar qual é o gosto dos chineses e dos 
asiáticos quando veem a Portugal.  
J: E a penúltima pergunta, o que é que acha sobre a promoção de Portugal nas redes 
sociais chineses? 
E: Não estou nada familiarizado com esta área. Penso que tem a ver por parte de 
Portugal, do governo. Penso que tem vindo a tentativa, enfim, fazer com que os nossos 
sites, sinais de promoção do turismo e também o setor privado parecem que já começam 
a elaborar os seus sites em chinês. Sobre as redes sociais, não sei. Mas é bastante caro 
colocar o anúncio no Facebook. 
J: Para concluir a nossa entrevista, que conselhos daria aos responsáveis do Turismo de 
Portugal para a promoção na China? 
E: Sim. O que eu penso que é preciso é haver uma maior interação entre o setor público, 
o setor privado. É preciso que o estado e os empresários têm as mãos estejam presentes 
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em conjunto nas feiras internacionais, nomeadamente nas feiras turísticas de promoção 
do turismo. Portugal começa a pensar uma vez para todos em promover a sua imagem 
de uma forma concertada como os outros países já fazem. O que eu tenho reparado é 
que muitas vezes, os produtores, os promotores, os empresários participam em 
atividades, em feiras, mas sempre de um modo muito individual. Nós temos que 
fomentar e transmitir a imagem de que “juntos somos mais fortes”. Vou dar um 
exemplo muito concreto. Todos os anos em outubro, nós temos a Feira Internacional 
de Macau (MIF) e, durante muitos anos, os promotores portugueses estavam espalhados 
pela feira. Só nos últimos anos é que os expositores portugueses é que conseguiram, 
digamos todos, estar todos juntos numa mesma área sob a mesma marca que é Portugal. 
E portanto, só haver uma concertação de esforços entre o público e o privado e depois 
entre diferentes agentes do privado é que nós podemos promover melhor a imagem de 
Portugal. Se não, cada um está a promover pelo seu lado e acabamos por dar a imagem 
de um país que é promovido aos retalhos sem uma linha comum. E eu penso que essa 
linha deve ser pensada pelo governo português, pelas associações do turismo e por 
todos os agentes turísticos. Deve haver uma linha, uma linha de promoção e todos que 
seguem essa linha de promoção e juntos no estrangeiro, devem fazer a promoção em 
conjunto. Obviamente, cada um tem o seu produto, mas tudo em conjunto sob a mesma 
marca, sob a mesma orientação. Parece-me não estamos todos a caminhar no mesmo 
sentido. E este é o conselho que eu dou. Pensar numa estratégia e, fazer com que o setor 
privado fique tudo em conjunto nesta estratégia.  
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Entrevistado 6: Dr. José Manuel Simões (professor-assistente e chefe do 
Departamento de Comunicação e Média da Universidade de São José, Macau) (JMS) 
Data: 7 de janeiro, 2016 
J: Bom dia Dr. Simões. Qual é a sua opinião sobre o estado atual do turismo de Portugal 
no mercado chinês, ou seja, em termos de atrair os turistas chineses para Portugal? 
JMS: Muito bem. Portugal é um destino apelativo. Até pela sua condição na africa de 
finis terra , o país mais ocidental da Europa, pequeno mas com uma quantidade cultural, 
quer étnica, quer geográfica, acaba por ser apelativo. Eu diria também pela língua, 
acaba por ser um mercado apelativo para o potencial turista chinês. Não está certamente 
Lisboa ao mesmo nível de Paris ou Londres, mas tem vindo recentemente também pelo 
papel de língua portuguesa a ser um mercado apelativo para atrair turistas chineses. 
J: E a segunda pergunta. Como o professor mencionou agora Londres e Paris, então, 
em comparação com os outros países europeus populares (p. ex., França, Espanha...), o 
que é que acha das vantagens ou características distintas que Portugal possui para captar 
os turistas chineses? 
JMS: Acho essencialmente que deriva tem dentro de si. Como sabes, temos praias 
muito distintas de outros países; temos montanhas; temos um Norte que é mais parecido 
com a Galiza. O Minho é bastante mais semelhante à Galiza e o Algarve aproximado 
da Andaluzia. Quer dizer Portugal cada região é em si muito distinta, uma da outra. 
Portanto, é um país pequenino, em si, vários países. As pessoas viajando cem 
quilómetros depois, já tem uma outra paisagem, uma outra gastronomia, de raízes 
étnicas muito dispares e isso é algo que os outros países não têm. E quando vai para a 
Europa, para conhecer várias regiões e tem que apanhar vários aviões, ou muitas horas 
de autocarro e comboio, em Portugal não. Em poucas rodas, ele vai a um destino 
diferente quase como se estivesse num outro país. E essa diversidade que Portugal tem 
para oferecer o torna apelativo. Eu sei que a maioria dos turistas chineses que vão à 
Europa, eles conhecem as grandes cidades, mas ficam pouco tempo em cada um dos 
destinos, não é? E isto é uma grande vantagem para Portugal. Porque, embora ficarem 
muito pouco tempo, eles em Lisboa podem ir até Cascais, podem ir até Sintra, não é? 
E isso, logo ali nos redores de Lisboa, têm uma oferta turística muito rica. Se vão ao 
Porto, podem ir até ao Braga, podem ir até a Guimarães que é o berço da nação. E assim 
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ficam a conhecer quase um outro Portugal. Essa diversidade, de facto, deve ser 
explorada pelos roteiros turísticos em Portugal. Cada uma destas regiões tem a sua 
particularidade e isto tudo, em apenas 800 e poucos quilómetros de costa, o que é 
fabuloso.  
J: Já agora o professor mencionou a semelhança entre as zonas adjacentes de Portugal 
e a Espanha. O que é que acha sobre a possibilidade ou uma cooperação estratégica da 
criação de um roteiro com os países muito perto de Portugal, como a Espanha? 
JMS: Eu acho que seria extremamente louvável, uma iniciativa que poderia dar frutos 
e que poderia ser concertada em termos de, eu diria até regionais. Eu acho que seria 
muito interessante, por exemplo, uma pessoa ir ao Faro e depois ir até Sevilha. E um 
roteiro que não é assim tão longe de Sagres até Sevilha, é um roteiro muito rico e que 
se fosse dinamizado por estas duas regiões, poderia atrair muitas pessoas. Há uma 
grande ligação, quer histórica, quer cultural, quer gastronómica, quer arquitetónica 
entre a Galiza e o Minho para além de serem regiões relativamente próximas, também 
aí haver uma ação concertada entre as duas zonas turísticas a desenvolver. 
J: E a seguir, o que é que acha sobre alguns produtos específicos turísticos de Portugal 
que podem captar mais os turistas chineses? 
JMS: Sim. O Azeite e o vinho são dois produtos que Portugal tem com alta qualidade 
e que a China ainda não descobriu. Dei recentemente uma conferência em Pequim, e 
estivemos num hotel de fama e perguntei se tinha alguns vinhos portugueses e não tinha. 
Há vinhos da Espanha, da França e dos países Americanos, mas português não tinha. 
Eu sei que ali estão várias entidades a promover estes dois produtos na China, os 
resultados parecem que ainda não foram conseguidos. Portanto, tem que ver a maior 
participação, nomeadamente dos consulados de Portugal em Pequim, do consulado… 
mesmo em Macau, eu sei que estão a fazer trabalhos nesse sentido. Talvez tenha que 
ver um maior fluxo de promoção. A questão passa muito por aí. Acho que os produtos 
de gastronomia são essenciais, sobretudo o vinho e azeite.  
J: E há alguns temas turísticos que você acha valerem a pena desenvolver ou com 
potencial para atraírem mais turistas chineses? 
JMS: Não sei para além daqueles que já mencionei, não tenho a certeza. Há uns, sendo 
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uma coisa que eu pessoalmente não me agrada, que é as touradas. Acho que as touradas 
seriam um produto de interesse para os chineses. Também os cavalos lusitanos têm 
umas características e uma fama. Depois, a questão dos Vistos Gold. Devido àquele 
caso de corrupção que fez perder o interesse dos muitos potenciais interessados em 
Portugal. Infelizmente a burocracia em Portugal é muito grande. 
J: Visto que você está a trabalhar em Macau, o que é que acha sobre o papel potencial 
que Macau pode assumir na promoção turística de Portugal na China?  
JMS: Muito bem. Em teoria, Macau é visto como uma ponte como um link entre a 
China e outros países da língua portuguesa. O que me parece é visto e incentivado pelo 
Governo Central. O que é que acontece, parece-me a mim, é que fora apresentações 
isoladas, organizadas sobretudo pelo consulado e pelo Fórum de Macau. E também, eu 
acrescentava aí, alguns acontecimentos, alguns eventos, como por exemplo a Festa da 
Lusofonia que se devem para mostrar um pouco dos países da língua portuguesa, não 
só Portugal. Portanto, quando nós vimos é que, na maioria dos casos, Macau que é visto, 
tido, incentivado a ser uma plataforma ativa de dar a conhecer à China os países de 
língua portuguesa, parece-me ainda um pouquíssimo cuidado e pouco eficaz também. 
Até porque o que é feito isoladamente normalmente visa os países no todo. Portanto, 
não especificamente cada um deles. Eu sei que as associações locais, nomeadamente a 
Casa de Portugal, realiza atividades interessantes como workshops e eventos, mas 
dirigidos sobretudo à comunidade portuguesa aqui residente. Nos auditórios destes 
eventos, o público é maioritariamente, quase na totalidade português. Deveria haver 
uma tentativa de aproximar estes eventos culturais da população chinesa de Macau e 
até mesmo da população chinesa que normalmente... Tu sabes que Macau tem a recorde 
mundial de turismo de um dia. As pessoas vêm um dia, no máximo dois dias e voltam 
depois para as suas terras. Portanto, normalmente vem com intuito de conhecer (a 
cidade), julgam um pouco e voltam. Portanto, num ou dois dias também é muito difícil 
terem acesso à cultura portuguesa. Ora além de um pouco da gastronomia portuguesa e 
das, digamos, da língua na escrita, como por exemplo nos nomes das ruas, mas não na 
oralidade.  
J: Mas acha que existe qualquer possibilidade que Portugal pode fazer esforço a reforçar 
Macau como uma ponte na promoção turística para a China? Há algo que pode fazer? 
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JMS: Bom. Macau também tem recorde mundial de associações por habitante. Muitas 
dessas associações são presididas por portugueses. Deveria haver da parte do governo 
português uma maior conciliação com essas associações, que normalmente são 
associações culturais para eles depois localmente desenvolverem e mostrarem o que é 
Portugal. E isso menos fechado na portugalidade e mais aberto à China. Porque de facto 
essas associações, como são portuguesas, organizam eventos que são dirigidos ao 
público português. E não! Tem que ver essa preocupação a mostrar a nossa cultura, a 
pintura, a música, etc. E por exemplo, aqui em Macau há um festival da rua que se 
chama Fringe. A Casa de Portugal quase sempre ganha esse evento porque de facto há 
qualidade e os chineses admiram enorme a nossa cultura. Agora é que é arranjar 
mecanismos de fazer com que sejam as associações culturais de matriz portuguesa 
desenvolvam as suas atividades com o apoio de governo português, que me parece 
muito pouco e sobretudo, dirigida à comunidade chinesa residente e à comunidade de 
turistas que por aqui passa. 
J: Como você é professor na área de média e comunicação, agora uma pergunta 
relacionada à sua área: o que é que acha a promoção de Portugal nas redes sociais na 
China continental? 
JMS: (Se fosse a promoção através do Facebook ou Twitter), Não me parece que seja 
um meio eficaz e a melhor forma a chegar às pessoas até por as restrições da Internet 
do governo chinês. O Wechat agora tem um paper ativo e está bem desenvolvido na 
China, não é? O Wechat e o Weibo, essas duas ferramentas obviamente deveriam ser 
usadas. E são essas duas ferramentas que são mais utilizadas e devem ser exploradas 
nesse sentido.  
J: E agora, quais são os obstáculos que possivelmente impedem os turistas chineses a 
visitar Portugal na sua opinião？ 
JMS: De facto, encontro-me nenhum obstáculo desde que seja feita uma promoção, 
desde que haja tentativas mais eficazes e concretas de promover o turismo português 
na China em língua chinesa e com uma tipologia de imagens mais oriental. O ritmo 
talvez mais... Por exemplo, sobre a forma de vídeos, vídeos curtos que nós temos alguns 
excelentes, nomeadamente do Porto. Esses vídeos, são normalmente bastantes bem 
feitos e eles sendo traduzidos para chinês ou legendado pelo menos, seria muito 
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importante para direcionar a propaganda turística ou turismo de português.  
J: No final, que conselhos que daria aos responsáveis do Turismo de Portugal para uma 
melhora promoção na China? 
JMS: spotes publicitários na televisão muito curtos. Bastava, por exemplo, a palavra 
Portugal, só, Portugal e a palavra escrita de Portugal com uma imagem e com alguém 
a dizer Portugal em chinês. Sabes? Muito rápido, tipo flash para televisão. É 
relativamente mais barato porque seria uma imagem curta quase 2 segundos. E esses 
dois segundos passarem com frequência durante um determinado período de tempo 
seriam mais eficazes do que o vídeo maior que é bastante caro para a televisão. Só a 
palavra Portugal pode vender. Ela precisa é de aparecer com visibilidade, com uma 
frequência grande durante um período de tempo e, se for utilizada noutros meios da 
comunicação, nomeadamente jornais, revistas de turismo, cinema, eu até diria assim 
uma campanha completa num período de tempo nas principais cidades na China, como 
Pequim, Xangai, e até aqui em Macau e Hong Kong. E são elas possibilidades de 
atração turística. 
 
 
